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Rough Proofs S'S —*°*° Palm for Biggest 


Another perfect example of what 
good advertising and publicity can 
do for a good product is offered by 
the GOP in the person of Wendell 
Willkie. 

vvry 

It is reported in the advertising 
press that a new agency is to be 
named for Bromo-Seltzer. Whatsa- 
matter, did handling the account 
give the old one a headache? 


ee 


Now that Donald F. Hellenga, ad- 
yertising manager of the Buescher 
Band Instrument Company, has 
walked off with the $500 prize in 
the ADVERTISING AGE contest, he’s in 
a position to blow his own horn for 
a change. 

v v v 


L. L. Grisamore says druggists 
are not receiving too many window 
displays, but not enough. Maybe 
the shortage is in willing workers 
to install them. 


*, F ¥ 


Thomas J. Kiphart warns finan- 
cial advertising against “urging 
people to go into debt needlessly.” 
The job of the advertiser is always 
to put the block on “needlessly.” 


7, F F 


The girl who reclined in a ham- 
mock reading the latest novel by 
Robert W. Chambers now has a 
granddaughter who carries a port- 
able radio and never sits still long 
enough to read a book. 

v,yvyY 

There must be a new twist in that 
Farm and Ranch research entitled, 
“The Traveling Salesman and the 
Farmer’s Daughter.” Maybe this 
time it’s the farmer’s daughter who 
gets the order. 


7 v 


“Your valued cooperation § shall 
be very much appreciated by the 
Commandant,” writes a USN re- 
serve lieutenant. Do the reserve 
loots give the orders to the com- 
mandants? 

.. 

Twelve oil companies have been 
sued for $945,000 by distributors for 
lleged price-fixing. Federal in- 
dictments may wound the spirit, but 
million-dollar damage case threat- 


ns the tender sensibilities of the 
vank-roll. 
v,wrY 

They have organized a 20-year 
lub of advertising workers, and 
omen are eligible to join. As yet 
‘ne sponsors haven’t been over- 
helmed with applications from 


ittle-scarred veterans in the fem- 
ranks. 
v ’ v 


The old-fashioned milkman used 
ring a bell so the housewife could 


me out and have her pitcher 
led. Now his lineal descendant, 
nN HobWhite salesman, toots his 


td-call and the 
ust willingly. 


ladies respond 


= we 


Car pictures are meaningless in 
tive copy, asserts Samuel E 
3ut not when they are filled 
indles of gorgeous girls such 


motive advertisers know so 
Vy 
il w to select. 
4 
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The Yankees celebrated Inde- 
*ndence Day with a double victory 
‘tT the Boston Red Sox. Maybe 
® leading American League clubs 
d better not get too independent 


of 
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Willkie copy prepared by Admen La- 

Roche and Patrick which had a very brief 

run—just one edition—in a Philadelphia 

newspaper during the Republican con- 
vention. 


Advertising Works 
Backward to Help 
Willkie Win Post 


LaRoche-Patrick Copy 
Turned Down by Phila- 
delphia Daily 


New York, July 2.—Among the 
interesting sidelights of the political 
miracle achieved at Philadelphia 
last week when Wendell L. Willkie 
gained the Republican presidential 
nomination was the disclosure here 
today that Philadelphia newspapers 
favorable to the utility magnate’s 
candidacy rejected an_ estimated 
$10,000 worth of advertising offered 
by Willkie boosters. 

Fred Smith, New York publicity 
man, who was oné of the small in- 
ner group which attempted to co- 
ordinate pro-Willkie efforts, made 
this revelation when interviewed by 
ADVERTISING AGE on the promo- 


tional methods employed to gain 
the nomination. 
Copy That Didn't Run 
Mr. Smith revealed that the 
newspapers agreed to reject the 
proffered advertising when shown 
that the publication of such copy 


would probably do more harm than 
good. Since the papers concerned 
were active Willkie supporters, they 


(Continued on Page 25) 
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Advertiser Goes 
fo General Motors 


New York, July 3. General 
Motors Corporation was _ today 
crowned number one advertiser for 
1939 when the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Association, released a report 
showing last year’s national adver- 
tising expenditures in newspapers, 
magazines, network radio and farm 
papers. 

The compilation, believed to be 
the most comprehensive breakdown 
of its kind ever published, covers 
not only expenditures for each com- 


pany but for the products and 
services advertised by each com- 
pany as well. The book contains 


114 pages and lists figures for 1,065 
national advertisers, covering 2,851 
products. Newspaper data is based 
on Media Records linage reports, 
while figures for magazines, 
papers and radio are taken from 
records of Publishers Information 
Bureau. 

The study shows the amount of 
money spent in each of the four 
media by all national advertisers 
whose individual expenditures in 
any one of the media total $25,000 
or more. The 1,065 advertisers had 
an aggregate expenditure of $345,- 
628,598 in the four media combined. 
Expenditures in each of the media 
were listed as follows: 

Newspapers—$131,768,171 

Magazines—$121,526,350 

Network Radio—$81,759,977 

Farm Papers—$10,574,100. 

Following General Motors, 
next 24 largest advertisers 
ranked as follows: 

Procter & Gamble Company; 

J. Reynolds Tobacco Company; 
Liggett & Myers Tobacco Com- 
pany; General Foods Corporation; 
Lever Bros. Company; Chrysler 
Corporation; Colgate - Palmolive - 
Peet Company; Sterling Products, 
Inc.; Ford Motor Company; Stan- 
dard Brands, Inc.: American To- 
bacco Company; Campbell Soup 
Company; Kellogg Company: Gen- 
eral Mills, Inc.; Bristol-Myers Com- 
pany; Schenley Distillers Corpora- 
tion; National Distillers Products 
Corporation; American Home Prod- 
ucts Company; National Dairy 
Products Corporation; General Elec- 
tric Company; Brown & Williamson 
Tobacco Corporation; Coca-Cola 
Company; H. J. Heinz Company; 
Seagram-Distillers Corporation. 


the 


were 


NO INCREASE 


farm | 


Winning Consumer Contest 
Entries Are Summarized 


READY FOR WAR 


IN PRICE! 
PHILIP MORRIS | 


pays the new National Defense Tax for you 
on Philip Morris —America’s finest cigar- 
ette— proved better for your nose and throat! 


CALFOR ~- 


PHILIP MORRIS 


Welcome news for smokers in about half 
the states was found in this newspaper 
copy appearing July |, when the new 
defense tax on cigarets went into effect. 


Philip Mortis 
Sees Opportunity 
in Tax Increase 


New York, July 3.—As news- 
papers throughout the country 
apprised the public of new taxes 


in effect this week, Philip Morris 
& Co. used large space in about 200 
dailies to announce that there is no 
increase in the price of Philip 
Morris, the company “paying the 
new National Defense Tax for you.” 
The copy ran in about half the 
states, scattered over the country. 

The advertising, placed through 
Biow Company, marked the start of 
a new newspaper campaign, which 
is scheduled to last for eight weeks 
or longer. The additional cigaret 
tax adds one-half cent per package 
to the six-cent load which cigarets 
have carried for many years 

The tax copy for Philip Morris 
did not run in New York City, 
where a complicated local situation 
remains to be ironed out. Coinci- 


(Continued on Page 25) 


Last Minute News Flashes 
Brookes Leaves Hearst; Berlin, Huberth Advanced 


New York, July 5 
American Newspapers, Inc., 
business empire of William 


John S. Brookes, Jr., has resigned as president of 
top holding company in the publishing and 
Randolph Hearst 


Martin F. Huberth, for 


many years in charge of Hearst real estate activities, has succeeded him. 


Richard E. Berlin, executive vice-president of Hearst 


Magazines, Inc., 


has been elected president of Hearst Corporation, parent operating com- 


pany of the Hearst empire. 


He will continue to direct the magazines. 


General Foods Puts War Clause in Kate Smith Contract 


New York, July 5 


the Kate 


cam 


Smith contract with 


First official recognition by a national adver- 
tiser of this country’s possible participation in the war 
General 
The three-year agreement, providing for the star’s appearance 


is contained in 


Foods, through Young & Rubi- 


over CBS, permits cancellation of the deal on declaration of war 


National Carbon to Advertise New Anti-Freeze 


New York, July 5 


sive campaign next fall in behalf 


National Carbon Company will launch an exten- 
of Trek, a 
freeze product, as a companion to Prestone, it was learned today. 


new alcohol-type anti- 
The 


new product retails for $1 a gallon, compared with $2.65 for Prestone. 


Jarmon Takes Virginia Dare Advertising Post 


New York, July 5 
of The 


and merchandising director 


Walter Jarmon, formerly product sales manager 
3orden Company cheese division, has been appointed advertising 
of Virginia 


Dare Extract Company 


land 
quently 


Wealth of Ideas Devel- 
oped in ‘Advertising 
Age" Competition 


New York, July 3.—Research de- 


|'signed to determine causes of con- 


sumer discontent, self-adjustment 
on the part of advertisers where 
merchandising and pricing policies 
do not appear to conform to legiti- 
mate consumer objectives, and edu- 
cational efforts to correct public 
misconceptions about advertising 
were the major planks in the plat- 
forms for improved relations be- 
tween advertisers and consumers, 
contained in the top four entries in 
the recent ADVERTISING AGE $1,000 
cash prize competition. 

The distinguished jury of prac- 
tical advertising men also noted 
suggestions worthy of consideration 
in many of the other contest entries 
ADVERTISING AGE will conse- 
publish summaries of all 
meritorious ideas during the next 
few weeks. The material offered 
below is devoted exclusively to the 
contents of the first four selections 
and while it is physically impossible 
to present all proposals verbatim an 
attempt will be made to print all 
pertinent details of the plans 

The number one contest choice, 
submitted by Donald Hellenga of 
khart, Ind., incorporated ai! three 
of the platform planks mentioned. 
Apparently convinced that all pre- 
conceived notions about what con- 
sumers do or do not think should be 
discarded as a preliminary move, 
Mr. Hellenga proceeded to conduct 
his own survey in Elkhart, which 
“while not extensive, is valuable 
because it gives a good picture of 
the thinking of the average Ameri- 
can in an average American city.” 


Highlights of Survey 


“People have told me,” he con- 
tinued, “whether or not they believe 
in advertising; whether they think 
advertising increases or decreases 
prices; what they think about radio 
advertising in particular; and how 
they think advertising might be 
improved. Their thoughts on these 
and related subjects have proved 
helpful guides in formulating a pro- 
gram to improve the relationship 
between consumers and advertis- 
ers.” 

Highlights of the Hellenga survey, 
which included in its scope house- 
wives, teachers, bankers, librarians, 
salesmen, laborers and office work- 
ers, were as follows: 


58 per cent of those interviewed 
believe the advertisements they 
read. 


27 per cent do not believe them. 

18 per cent believe them 
partially. 

Why do so many people mistrust 


only 


advertising? Mr Hellenga _ sets 
down some of the reasons given 
him: 
Advertising Not Trusted ° 
Some ads contain obvious exag- 


gerations; they are too flamboyant; 
they only present the best side of 
the product; they generally over- 
state value; appeals are often mis- 
leading; too many ads seem based 
on the premise “that people are all 
imbeciles, judging from the roman- 
tic twaddle that appears in print”; 
and finally, “the primary purpose of 
advertising is to sell the product no 
matter how good, bad or indifferent 
it is or no matter how harmful to 
the user.” 
(Continued on Page 26) 
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32 Shows Pushed 
Off Air by Nets’ 
G. 0. P. Coverage 


New York, July 3.—Thirty-two 
national advertisers failed to re- 
ceive scheduled radio promotion 
last week, as the result of un- 
precedented coverage of the Repub- 
lican national convention at Phila- 
delphia, and have been reimbursed 
for time and talent charges by the 
three national networks. 


According to information § sup- 
plied by Columbia Broadcasting 
System, National Broadcasting 


Company and Mutual Broadcasting 
System, 37 different commercial 
shows were curtailed or cancelled 
last week in order to permit airing 
of highlights of the G. O. P. confab. 

The list of advertisers affected is 
as follows: American Home Prod- 
ucts Company, American Oil Com- 
pany, American Tobacco Company, 
Bristol-Myers Company, Brown & 
Williamson Tobacco 
Campbell Soup Company, Carna- 
tion Company, Chrysler Corpora- 
tion, Colgate-Palmolive-Peet Com- 
pany, Commercial Credit Company, 


| benefit of the studio audience. 


Corporation, | 


Corn Products Sales Company, 
yeneral Cigar Company, General 
Foods Corporation, General Mills, 


Inc., Kraft Cheese Company, Lady 
Esther Company and Lever Broth- 
ers Company. 

Also Lewis Howe Company, 
Liggett & Myers Tobacco Company, 


P. Lorillard Company, Macfadden 
Publications, Inec., National Lead 
Company, Pepsi-Cola Company, 


Procter & Gamble Company, R. J. 
Reynolds Tobacco Company, Seal- 


test, Inc., Standard Brands, Inc., 
Stephano Brothers, Texas Company, 
Wander Company, Westinghouse 


Electric & Mfg. Company and Wm. 
Wrigley, Jr. Company. 


Most Completely Cancelled 


Most of the programs affected 
were cancelled in toto, although in 
some cases the networks merely 


used two or five-minute periods for | 


news bulletins from the convention. 
In the case of at least two leading 
evening shows which were cancel- 
led on short notice, the advertiser 
presented the show for the sole 
Two 
such “ghost broadcasts” were the 
Major Bowes Amateur Hour regu- 
larly aired for a full hour over CBS 
by Chrysler, and the Rudy Vallee 
Hour sponsored over NBC by Seal- 
test. 

The total cost to 


three national 


networks of providing convention 
coverage has been estimated at 
more than $250,000. This sum in- 


cludes the cost of transporting and | 
housing large staffs in Philadelphia, | 


rebates to advertisers for time and 
talent not used, wire charges, etc. 
NBC’s television coverage cost an 
additional $15,000. 

With the Democratic convention 
scheduled to convene in Chicago 
July 15, the networks are planning 
similar coverage. It is not expec- 


ted that as many commercial shows | 


will be thrown overboard, nor as 


much money spent in coverage, for | 


it is believed the Democratic meet- 
ing will not last so long as the 
Philadelphia affair. 


Hershey Joins AGMA 
Hershey Chocolate Company, 
Hershey, Pa., has become a mem- 
ber of the Associated Grocery 
Manufacturers of America, Inc. 


Wm. F. R. Murrie, president, will 
represent the company in_ the 
AGMA. 


Eiseman-Kaye to Amity 

Amity Leather Products 
pany, West Bend, Wis., has pur- 
chased all equipment, patents and 
rights of the Eiseman-Kaye Com- 
pany, Chicago. Amity will here- 
after produce the “Fitall” line of 
| leather products. 


Com- | 
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Stabilize and increase sales here by advertising in 
The Record Newspapers, which give blanket cover- 
age of this metropolitan center. 
complete job at only 12c per line Troy is New York 
State’s lowest cost major market. 


THE TROY 


newsparers |THE TIMES RECORD 


ADVERTISING MANAGER 


J A. VIGER 


A BSOLUTE uniformity ot 


the 
Cr 
vliet plant in Troy's A.B.C. City 
Zone 


$2.50 a pound 


operating its 


create specialty steels for 
everything from bullets and 
stainless beer barrels to air 
plane valves and hypodermic 


needles 


cialties 


steadier than in 


stabilizing 


market 


Because they do the 


iality, requiring infinite tech 
que and care, makes alloy 
pes ‘gems’ of steel. 


Tiffany of the steel world is 
Alleghany Steel 
which at its Water 
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produces 
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IMPROVED IVORY SOAP GETS BIG SPACE 
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IMPROVED IVORY SOAP! 
IT'S EASIER-SUDSING! 


New way of making Ivory Soap 
gives you the same gentle purity - 


with new surprises! 


A whiter, handsomer Ivory with 
softer, silkier suds tor your face— 


. Fee 
dishwashing, help keep hands smooth! (> 


quicker, thicker suds to speed up 
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"Easier-sudsing" is the story told in this seven-column Baltimore Sun advertisement 


for improved Ivory soap,” 
the same low price.” 


"in the same familiar wrapper, same size cakes, at 
The same copy appeared in the Omaha World-Herald. 
Whether the campaign will be extended is still problematical. 


Compton Adver- 


tising, Inc., is the agency. 


Early Demise of 


Liquor Institute 
Is Anticipated 


New York, July 3.—The complete 
demise of the Distilled Spirits In- 
stitute was freely predicted in 
liquor circles here this week, fol- 
lowing the action of Dr. Wesley A. 
Sturges in resigning as executive 
director of DSI after nearly two 
years as paid head of the associa- 
tion. The resignation becomes ef- 
fective Sept. 19. 

Both Dr. Sturges’ resignation and 
the dissolution or reorganization of 
the association have been indicated 
for some time. Friction between 
some of the influential members of 
the institute and Dr. Sturges dates 
back to last fall when he offered 
his plan for governing the merchan- 
dising, advertising and sales prac- 
tices of DSI members. 

The Sturges plan called for mem- 
bers to sign contracts both with 
DSI and Dr. Sturges personally, 
guaranteeing their compliance with 
the program to clean up the in- 
dustry. The plan was strongly op- 
posed by some member companies. 
It was referred to a special 
mittee for study, and was tabled 
for months without action. Several 
months ago an effort to put the 
plan in force was unsuccessful. 


com- 


Biggest Contributor Withdraws 


Schenley Distillers Corporation, 
heaviest single contributor to the 
support of the Institute, withdrew 
from membership. Other distillers 
have fought the adoption of the 
plan but continued as DSI mem- 
bers. 

Some weeks ago a movement was 
started to organize a new trade 
group to represent the entire liquor 
field. This effort is still nebulous, 
and it has not been revealed 
whether the proposed group would 
rival or replace DSI. The expected 
resignation of other DSI members 
in the near future may stimulate 
formation of the new organization. 

Dr. Sturges became the second 
paid head of the trade group in Oc- 
tober, 1938. His selection climaxed 
an 18-month hunt flowing the 


death of W. Forbes Morgan 
after he had become the first sal- 
aried head of the group. The salary 
which Dr. Sturges is reported to 
receive is $36,000 a year. Formerly 
a Yale Law School professor, Dr. 
Sturges has announced that he wil! 
return to teaching. 


soon 


“National Sportsman” 
Changes Staff 


O. H. P. Rodman, editor of Hunt- 
ing & Fishing, has been made ad- 
vertising director of both Hunting 
& Fishing and National Sportsman, 
succeeding John O. Emerson, who 
will become assistant to the pub- 
lisher of Forbes Magazine. 

H. G. Tapply, editor of National 
Sportsman, has been made editor of 
Hunting & Fishing and Hugh Grey, 
associate editor of National Sports- 
man, now becomes editor. 


IN THE 9% RETAIL MARKET 


ESTP 


The Northwest's Leading Radio Station 
NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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Who’s Who at Fashion? 


MARION C. 


ADVERTISING STAFF 


ALEXANDER STEWART, 


Advertising Director 


A. STARKE DEMPEWOLEFF, New ork 


I. EF. HAZELTON, New York 


WILLIAM WESSEL, New Yori 
HARRY S. MANDELL. New dork 
ARCHER A. KING, Chicago 
EDITH P. ELMISLIE. Chicago 
DONALD H. KOFHLER, Chicago 
ROBERT M. THORSEN, Chicago 
NED BRYDONE-JACK, Pacific Coast 


With her record of accomplishment in the fashion field, Marion C. 
Taylor brings a wealth of sane and sound ideas to this new magazine 
called FASHION. Few know the practical side of fashion better. 


Few are more familiar with the merchandising problems of 
department store and manufacturer. You knew her in her editorial, 


consulting and retail capacities. Now she brings her brilliant mind and 


vast experience to serve you again 


How does FASHION differ from other 


magazines? 


Some magazines show how to dress with 
elegance and. distinetion. Orhers show 
how to dress on little money. No maga- 
zine, so far as we know, puts its full 
weight and force into showing how to 
live and dress with clegance and dis- 
tinction, and to do it inexpensively. We 
feel that here is a niche in publishing to 
be filled. FASHION intends to fill it. 


Will FASHION concentrate on 


inexpensive fashions? 


Generally speaking, ves. The manufac- 
turers are doing a magnificent job in 
providing the country with attractive 
merchandise at incredibly low prices. 
The stores are doing a spectacular job 
in carrying and promoting this mer- 
chandise. FASHION intends to convey 
the message of this merchandise to the 
reader—with prices and places to buy. 


How much of the magazine will 


relate to fashion? 


All of it. Fashion in Clothes and Acces- 
sories, mostly. But there are also fash- 
ions in’ Beauty, Entertaining, ‘Travel, 
Amusements. Fverything we discuss will 
be tinged with some fashion slant. Here, 
Too, we intend to show how to yet the 
best for the least, and to tell where, when, 
and how much. 


Will FASHION aim at any specific age 


group? 
We think most of the barriers segregat- 
ing people into age groups arc down. 
We believe that many women of fifty 
share the point of view of the woman 
of twenty-five or thirty. That the girl 
of fifteen has already a sharp, cheer- 
ful, realistic attitude. Our reader ts the 


... as Director of FASHION, 


A new 15*% Fashion Magazine for your most 
responsive market... the woman with 
an eye for fashion and an ear for value 


alert, intelligent woman of any age who 
faces a changing world with spirit. 


4 
. 


Will FASHION appeal to any special 


income bracket? 
We believe that incomes fluctuate too 
rapidly to make that worth our while, 
But we think there are millions of 
women in’ America who have good 
taste, and who want to find attractive 
Clothes without spending a lot of money. 
FASHION intends to appeal to a point 
of view, not to an income bracket. 


What will FASHION look like? 


Medium format, 8'.°x 11'.”%. We think 
that’s casy to handle and read. Printed 
on coated paper. At least a quarter of 
the editorial pages will be in two colors, 


to start. Cover, four-color, of course. 


When. where. and how often will 


FASHION appear? 
Once a month, all over the country, just 
before the first of the month. Septem- 
ber, 1940, first regular issue. Distributed 
by American News Company, distribu- 
tors of TIME, LIFE, NEW YORKER, 
and leading fashion magazines, 


~ 
. 


Will FASHION be fast on its feet? 


Faster with spot news than any other 
fashion magazine . . . because it has a 
later closing date than any other fashion 
magazine. We think that’s Important not 
only to our readers, but to every store 
and manufacturer in the country with 
a fashion message to tell, 


Circulation and rates? 


We guarantee a circulation of 150,000. 
During the first 6 months’ period, $650 
buys a full page, $450 buys a two-thirds 
page (two columns), $235 buys one 
column, 


Ist Iu J git /9GO 


CLOSES AUGUST 5...OUT AUGUST 23 
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NBC chalked up a 7.7 per cent! apolis-St. Paul. The network re-| 
6-Month Network gain in June, i viene was | fused his demand that KSTP be cut| _ _ MAGAZINE ADVERTISING IN LAST WAR 
s ° $3,642,100 as compared with $3,382,- | off from receiving sustaining dance | 
Business 14% 404 in the aa a month. For | music, contending that its contract} 1913 1914 1915 1916 1917 1918 1919 192% 1921 1922 1923 1924 
the first half, NBC business reached with its affiliate prohibited such) WORLD WAP PERIOD 
Ahead of 1939 $24,559,876. This represented an/| discrimination. l = 
New York, July 2.—Further evi-| increase of 8.7 per cent over the Similar circumstances led to the| : ‘ 
dence of an unusually active sum- comparable period last year when involvement of CBS. Its Richmond, | 3 ~ “ 
mer in network radio was supplied the total was $22,598,937. Va., affiliate, Station WRVA, has g 7 6S 
here today when figures prepared ———_— been involved in a strike with the - -_» -« ©€ 
by the three national chains re- - local musicians’ union. When CBS} g a ae if 
vealed continued gains both in June Remote Pick-Ups refused the Petrillo demand to stop) SATLONA : 3, 5 8s [J 
and for the half-year to date. Sta- _ feeding music to WRVA, the union MAGAZINE > - «© aT oo 
tistics of Columbia Broadcasting of Music Halted official ordered members to stop a $ 3 ” 
System, Mutual Broadcasting Sys- providing remote pick-up music for pee " bd — 
tem and National Broadcasting ON NBC, CBS Nets CBS. ae -_ 
Company showed a combined in- Negotiations are now going on ° 46a 3 g ° 
crease in billings in June of 9.5 New York, July 3.—Relations be-| here, althcugh both NBC and CBS ° >; « $8 g¢ 8&8 
per cent. To date this year, busi- | tween the American Federation of | emphasize that they cannot act for 3 3 4 8 3 
ness has surpassed the 1939 mark) Musicians and the radio networks) their affiliates. Meanwhile Mutual & a. & 
by 14.3 per cent. were strained almost to the break-| Broadcasting System remains un- | 
CBS handled a June business of | ing point this week as the result of | affected by the strike and continues 
$3,144,213, a gain of 9.9 per cent| AFM strikes against two network| to offer dance music piped from 


over June, 1939, when the total was 
$2,860,180. For the first six months, 
CBS billings reached $20,457,372 
for an increase of 20.7 per cent 
over last year’s $16,952,973. 

MBS volume for the month was 
$299,478, or 31.2 per cent ahead of 


the comparable 1939 period when 
the total was $228,186. In the six 
months to date, Mutual billings 


have amounted to $2,031,323. In 
the same period a year ago the fig- 
ure was $1,624,235, or 25.1 per cent 
below the current level. 


affiliates which resulted in the Na- 
tional Broadcasting Company and 
Columbia Broadcasting System 
eliminating all remote pick-ups of 
late evening dance music. No com- 
mercial shows are involved in the 


dispute. 
A crisis was reached last week- 
end when James C. Petrillo, in 


office as AFM president for only 
five days, moved against NBC in an 
effort to force settlement of a four- 
week-old strike involving the NBC 
affiliate, Station KSTP, Minne- 


hotels and night clubs. 


Offers Gallon of Gasoline 
with Pint of Ice Cream 


To introduce its ice cream and | 
gasoline to the Sheboygan, Wis., 
public, Manufacturers & Merchan- 
disers, Inc., over a four-day period, 
offered a free coupon good for one 
gallon of gasoline with each one- 
pint package of its ice cream. The 
offer was limited to three pints of 
ice cream to any one customer on 
any one day. 


Rowhere does the American predilection for 


free speech run more rampant than in “B. 


Mike’s” 


radio column in The Oregonian. B. 


Mike says what he thinks about radio pro- ; 


grams and radio performers. Listeners have 


a chance to say what fhey think. And some of 


the comments fairly sizzle. 


The result is a much “cussed and discussed” 
radio column which keeps radio listeners lis- 
tening to KGW and KEX, the radio stations 


of The Oregonian. 


KGW started broadcasting way back in the 


newspaper with the result that in the Pacific 


Northwest more people listen and people 


listen more in proportion to population than 
nearly anywhere else in the country. In this 


area 96% of the homes have radios compared 


to a national average of 84% and every survey 


“program-coming-in-fine” days, long before 


a radio network was even thought of. Being 
owned and operated by The Oregonian, this 
station has always had the backing of a great 


, HEW 
te 


NBC RED 


EDWARD PETRY 


620 KG i000 warrs wires 


RADIO STATIONS OF THE 


PORTLAND + OREGON 


REPRESENTATIVES: 


& COMPANY, 


has shown that listening hours per day are 


also considerably above the national average. 


In Portland it will pay you to pick KGW 
and/or KEX— Portland's only newspaper- 
owned and operated stations. 


1160 KG covnmcous NBG BLUE 


INC. 


WEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


35 leading national magazines. 
(72% - 95% total nationa) magazine investments. ) 


Source - P. I. B. 
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A DOZEN YEARS OF HISTORY 


E. A. Schirmer, Detroit manager for Crowell-Collier Publishing Company, de- 
veloped this chart showing what happened to advertising linage in 35 national 


magazines during the world war period, 


as well as what happened to passenger 


car registrations. 


Six Cities Gain, 
Three Decline 
in Population 


Washington, D. C., July 3.—Insig- 
nificant gains or actual losses in 
population were registered during 
the 1930-1940 decade by Chicago, 
Philadelphia, St. Louis and Pitts- 
burgh, according to preliminary 
figures gathered by the Bureau of 
the Census in the decennial popu- 
lation count. More or less substan- 
tial gains were scored by New York, 
Detroit, Baltimore, Milwaukee and 
Minneapolis during the same period. 

Chicago appears to have gained 
8,118 inhabitants in ten years, the 
current figure being 3,384,556, com- 
pared with 3,376,438 in 1930. Phila- 
delphia lost 15,895 residents, having 
a present population of 1,935,086. 
The situation of St. Louis parallels 


that of Chicago, its loss of 8,212 
reducing its count to 813,960. Pitts- 
burgh has 665,384 residents, 4,433 


less than ten years ago. 

New York continued to register 
reasonable growth during the dec- 
ade, adding 449,813 to boast a popu- 
lation of 7,380,259. Detroit’s gain 
was 49,887, bringing its 1940 total 
to 1,618,549. Baltimore's citizenry 
was increased by 49,270, giving it a 
1940 population of 854,144. Mil- 
waukee added 11,309, reaching the 
mark of 589,558. Minneapolis did 
somewhat better, its 1940 popula- 
tion of 489,971 representing a gain 
of 25,620 over 1930 


Ullman Re-elected 


Martin Ullman was. re-elected 
president of the Society of Design- 
for Industry at the annual 
meeting. Other officers re-elected 
are Frank Gianninoto, vice-presi- 
dent; Georges Wilmet, secretary: 
and George Blow, treasurer New 
directors include Egmont Arens and 
William O'Neil Members of the 
society are independent New York 
designers 


ers 


Joins Cecil & Presbrey 


John P. Kane, who has headed 
his own agency in New York for 
the past five vears, has joined Cecil 
& Presbrey, New York, in an ex- 
ecutive capacity. He will also head 
the agency's creative department 


Don Spencer Promoted 

Don Spencer, formerly a member 
of the sales staff of School Arts. 
Worcester, Mass., has been named 
advertising manager. 


Separate NBC Sales 
for Red and Blue Webs 


Coincident with the separation of 
the Central Division network sales 
department of the National Broad- 
casting Company into two groups, 
one for the Red network and on 
for the Blue, Harry C. Kopf has 
been appointed sales manager fo! 
the Red network, and Paul McCluer 
to the same position for the Blue. 

Other appointments in the sales 
department for the Red network in- 
clude James J. Neale, sales traffic 
manager, and William Weddell, 
E. R. Borroff, E. M. Hoge and J. D 
Galbraith, sales staff. Floyd Van 
Etten will be sales traffic manage! 
for the Blue network, with Merritt 
Schoenfeld, John McCormick and 
E. K. Hartenbower on the sales 
staff. 


“Financial Journal’ Quits 


After more than 40 years, th 
Philadelphia Financial Journal has 


suspended publication. The Wall 
Street Journal will fill all unex- 
pired paid subscriptions to the Fi- 


nancial Journal. 
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A NEW YORK NEWS FAMILY COVERAGE by Borouglis 1929-1939 


1930 1929 DAILY % FAMILY 1940 1939 DAILY % FAMILY 

BOROUGH FAMILIES CIRCULATION COVERAGE FAMILIES CIRCULATION COVERAGE 
Manhattan 468,956 343,006 73.1 470,220 487,640 103.7 * 
Bronx 321,270 152,082 47.3 351,720 259,835 73.9 
Brooklyn 616,875 329,515 53.4 641,079 500,908 78.1 
Queens 280,064 161,642 57.7 335,406 255,543 76.2 
Richmond 35,789 22,710 63.5 38,736 30,285 78.2 

TOTAL 1,722,954 1,008,955 58.6 % 1,837,161 1,534,211 83.5 % 


*Excess of circulation over families due to newspapers purchased in transient districts. 


SOURCE: FAMILIES—1930 Federal Census; 1940 Federal Census (estimated from Population) 
CIRCULATIONS—A. B. C. Annual Audit, Sept. 18, 1929; Sept. 30, 1939 


The 1940 Federal Census shows New York City’s population iS 


: NEW 


ger 7.380,259 in the preliminary figures issued by the Bureau of the 4 
Census. This is an increase of 449,813, or 6.5% since 1930. 

S ‘ : ‘ 

on of ¢ ¢ ¢ Brooklyn is again the most populous borough with 2,660,179, an 
end ° . . 
oups, increase Of 100,078, or 4%. But Queens had the greatest rate of growth, 
| has ; ; .; 
Pol Increasing by 20% from 1,079,129 to 1,291,314. Manhattan increased 
jue. : ain , 
= 4,162 over the 1930 count of 1.867.312. The Bronx has grown from 
traffic 

oD 1,265,258 to 1,385,777, an increase of 10%. Staten Island grew from 
Van 

erritt 158,346 to 171,215, up 8%. 

ana 

sal : , , ’ : a 

On the basis of the new population data, New York City has an 

lits sspiihiiniani id IF 1a f: ilies : ared itl "JI ORA 1 QO: 
ae estimated 1,837,101 Families, compared with 1,722,954 in 1930. 
il has 
ac, New York City is a greater market than ever! And the most effective 
ie Fi- 


medium for covering it is The News. Ten years ago, The News reached 
58.6% of New York City families. Today it reaches 83.5%! 


The News gives maximum coverage of every borough. In Brooklyn 


it reaches 78% of families, Bronx 74%, Queens 76% and Richmond 
78%. In Manhattan News circulation is in excess of families, because 
of sales in transient clistricts. 


Whatever your selling problem, The News should be your medium! 


It carries your message to the largest audience, gives maximum cover- 


ched 


age of the greatest market, at a rock-bottom advertising cost! To 


increase sales, increase your advertising in The News! 


| 
| 
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14 More Suits 
Ask Damages of 
Big Oil Companies 


Madison, Wis., July 3.—Fourteen 
new civil suits have been filed here 
against 12 major oil companies con- 
victed of violations of the Sherman 
Act, bringing the total number of 
suits to 25 and the amount of dam- 
ages asked to $1,071,300. The chief 
arguments adduced in support of 
the claims bear a_ remarkable 
resemblance to those presented in 
previous suits. Both jobbers and 
consumers are unanimous in assert- 
ing that they lost business and 
profits because of the unduly high 
prices charged. 

The seven jobber complaints were 
filed in behalf of a Minneapolis 
group: W. J. Braun, of Braun 
Super-Service, asking $33,480; Louis 
Ratner, $27,960; Hennepin Automo- 
tive Company, $8,250; R. J. Button, 


of Land o’ Lakes Oil Company, | 


$12,000; R. J. Pratt, Pratt Motor 
Company, $4,500; Abe Malmon, 
Malmon Tire Company, $3,300, and 
C. G. Lindquist, Lindquist Oil Com- 
pany, $15,900. 

The seven consumers, who are 
somewhat more modest in their 
claims than the oil jobbers, are 


Frank Fruit Company, $3,600; A. J. 
Sweet Company, $5,100; Simon 
Brothers, $3,600, and J. Heilprin 
Company, $3,000, all of Madison; 
Wolk Transfer Company, $1,200; 
Liberty Cleaning Company, $780, 
and Pioneer Paper Stock Company, 
$750. The last three are Minne- 
apolis companies. 


Coast-to-Coast 


Cruises Featured 
by U.S. Lines 


New York, July 3.—United States 
Lines has launched a newspaper 
land magazine campaign to intro- 
|duce a new “All-American Coast- 
to-Coast Cruise Service’ on two 
luxury liners sailing from New 
| York to Los Angeles, beginning 
| July 26. The company has for some 
| time been operating a coast-to-coast 
service on five small ships of its 
Panama-Pacific Line. 

Using 30 newspapers in a dozen 
large cities throughout the country 
and three weekly magazines, the) 
campaign is expected to continue | 
for the duration of the winter. | 
Newspaper insertions, to run weekly | 
in each paper, have begun with | 
1,000 lines and will gradually taper | 
| off to 500 and then 150 lines. Inser- 


tions will appear in Newsweek, The 
New Yorker and Time every other 
week. 

On the newspaper list are five 
New York papers and papers in 
Baltimore, Boston, Chicago, Cleve- 
land, Detroit, Los Angeles, Pitts- 
burgh, Philadelphia, Seattle, San 
Francisco and Washington. 

The route of the new service on 
the S. S. Washington and the S. S. 
Manhattan will be from New York 
to Los Angeles via Havana, the 
Canal Zone and Acapulco, Mexico, 
with regular fortnightly sailings. 
Passengers will be offered a choice 
of four itineraries. 

Copy mentions the “rest, peace of 
mind and real pleasure” to be 
derived from “cruising around 
America” in all-American waters. 
J. Walter Thompson Company is 
the agency. 


Appoints Cole’s, Inc. 


Cole’s, Inc., Des Moines agency, 
has been appointed exclusive rep- 
resentative of the First Advertising 
Agency Group in the Des Moines 
territory. 


Appoints Woodman 


B. S. Woodman has been ap- 
pointed special representative of 
the Roller-Smith Company, Bethle- 
hem, Pa. 


imme 
A WINDOW” 


With tears in his beady eyes the department- 


store buyer pleads with his 


manager for window space. 


$$$ “Sure. | gotta have the 


“hut gimme a window for a tie-in; Pll sell 


twice as much.” 


$$$ In selling to high executives 


transportation, raw 


space, bank service, insuran 


principle is the same. But Point of Sale is 


the executive's desk. 


$$$ Here secretary, telephone and buzzer 


are handy. Here associates can be conveni- 


ently consulted. 


$$$ The one merchandising 


one “window.” is The Wall Street Journal. 


materials, 


‘e, etc. the 


$$$ It gives 
executives of 


publication - 


$$$ You can 


merchandise 


assets of over 


86 per cent of its circulation is read by 


executives in their offices at their desks. 


you, per advertising dollar, 


more readers who are active management- 


industrial corporations with 
$1,000,000 than any other 


magazine or newspaper. 


step up the success of your 


messages in other executive publications; you 


can get a better return on your sales dollars 


ad,” he says, 


-by letting The Wall Street Journal mer- 


chandise for you. 


WALL STREET JOURNAL 


machinery, 


advertising 


medium, the 


MANAGEMENT 
EXECUTIVES 


| 


Paper Measures 
Farm Market for 
Gasoline, Oils 


Cleveland, July 3.— The average 
buyer of petroleum products pales 
into insignificance compared with 
the farmer, a survey of its sub- 
scribers by Ohio Farmer indicates. 
This study indicates that the aver- 
age Ohio Farmer subscriber buys 
2.82 times as much gasoline as the 
urban dweller, 3.96 times as much 
motor oil, 8.58 times as much gear 
lubricant and 4.18 times as much 
special lubricants. 

These figures apply only to con- 
sumption of passenger cars, trucks 
and tractors. A large supplementary 
market exists for petroleum prod- 
ucts for combines, mowing ma- 
chines, binders, gasoline engines, 
lighting systems, heating units and 
ranges, as well as for such special- 
ties as horticultural and livestock 
sprays. 

The average Ohio Farmer sub- 
scriber uses 1,509.4 -gallons of motor 
fuel annually, compared with 536.1 
gallons for the average Ohio car | 
owner. The ratio for motor oil is 
37.2 to 9.4 gallons, for gear lubri- 
cant, 103 to 12. For specialized | 
lubricant it is 18.8 to 4.5 gallons. 

Results of the survey have been 
recorded in a handsome spiral 
bound book, “Automobiles, Trucks 
and Tractors—Their Use and Serv- 
ice by Ohio Farm Families,” which 
is available to advertisers and 
agencies. 


Local Picture 
Beats War News 
in Reading Test 


New York, July 3.—War news 
ran a bad second among both men 
and women to announcement of a 
local apple blossom festival, ac- 
cording to the Advertising Research 
Foundation’s report on the April 
18th issue of the News-Press, St. 
Joseph, Mo., the 17th study issued 
in the continuing study of news- 
paper reading. Although the war 
news completely dominated page 1, 
no story of the European conflict 
attracted more than 37 per cent of 
women and 64 per cent of men. 
The picture which featured dancers 
scheduled for the festival, a two- 
column cut at the bottom of the 
first page, drew the eye of 93 per 
cent of women and 85 per cent of 
men, while the picture caption was 
read by 85 per cent of women and 
65 per cent of men. 

The best read piece of national 
advertising copy was a_ 1,056-line 
Conoco oil ad which attracted 51 
per cent of men and 88 per cent of 
women readers. In second place 
was a Pontiac ad of 492 lines which 
registered with 28 per cent of men 
and 12 per cent of women. A back- 
page _ institutional message for 
Townsend and Wall Company, de- 
partment store, received the highest 
readership rating of all copy in the 
newspaper, 66 per cent of men and 
75 per cent of women readers 
having perused the advertisement. 


McDanel Succeeds Hunter 
George M. Hunter, vice-president 
in charge of manufacturing opera- 
tions of the American Bridge Com- 
pany, U. S. Steel subsidiary, re- 
tired July 1 after 51 years of 
continuous service with the com- 
pany. He is succeeded by Frank K. 
McDanel, vice-president and a di- 
rector of the bridge company. 


Surety Adds Glicksman 


William Glicksman, formerly with 
Bulova Watch Company, New York, 
has joined Surety Advertising Bur- 
eau, New York. He will specialize 
in jewelry and houseware accounts. 


Now Gray & Rogers 

Jerome B. Gray & Co., Phila- 
delphia advertising agency, has 
changed its company name to Gray 
& Rogers. Edmund H. Rogers joined 
the agency as a partner in 1931. 


Vining Joins Proctor 

V. E. (Sam) Vining has joined 
Proctor Electric Company, Phila- 
delphia, as merchandising manager. | 


—_— 


$50,000 Nebraska 
Fund to Be Freed: 
Plan 2 Campaigns 


Omaha, Neb., July 2.—The Ne. 
braska state advertising commis: ion, 
whose $50,000 appropriation has 
been tied up in legal knots for 
many a long month, now sees the 
possibility of actually getting the 
money in time to use in an Indian 
summer campaign for tourists. 

The fund has been tied up by a 
group of oil dealers who challengeq 
the validity of the oil inspection 
fees from which the fund was 
appropriated, but withdrawal of his 
surety on an appeal bond by an 
official of one of the oil companies 
involved indicates that the legal 
difficulties are about over. 

As a result the commission wil] 
meet shortly, hoping to split the 
$50,000 melon equally between 
tourist advertising and promotion 
of the state’s products. The tourist 
promotion will likely be concen- 
trated in newspapers east and west 
of Nebraska along major transcon- 
tinental routes, and will stress the 
pleasant advantages of Indian sum- 
mer in the state. 


Linage Yardstick 
Established for 
Business Papers 


New York, July 3.—The execu- 
tive committee of the Associated 
Business Papers, Inc., has for- 
warded to members without com- 
ment the proposal of Brad-Vern. 
Company, Flushing, N. Y., to com- 
pile statistics on business paper 
advertising. Twenty per cent of 
the ABP publishers are reported to 
have provided the Brad-Vern Com- 
pany with the 18-month breakdown 
it requested. 

W. A. Van Diver, manager of 
Brad-Vern Company, is the wife of 
V. H. Van Diver, advertising man- 
ager, Union Carbon & Carbide Cor- 
poration. Mr. Van Diver reports 
that he is responsible only for the 
basic idea being executed by Brad- 
Vern Company. 

The initial report of this organi- 
zation will cover the 18-month 
period ending June 30, 1940. _ It 
will name each advertiser, the 
papers he used and the number of 
pages in each publication during 
each quarter. It is assumed that 
after this initial analysis is disposed 
of, Brad-Vern Company will make 
monthly reports of linage in the 
business paper field. Publishers 
cooperating in the initial break- 
down are promised free copies of 
the first report. 


Green-Brodie Expands 
Green-Brodie, Inc., New York 
agency, is expanding its quarters 


in the CBS bldg., 485 Madison 
avenue. Armstead Coleman, for- 
merly with Hudson Advertising 


Company, and Bruce Roberts, for- 
merly with Buchanan & Co., have 
joined the Green-Brodie art de- 
partment. 
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- cuts Be THE ROTO SECTION ATTRACTS 81% OF THE WOMEN READERS ROTO PICTURES LIKE THESE ATTRACT 80% MEN READERS 


») Madison 


‘man, for- 

\dvertising 

iberts, for- 

Co., have “ Par : 

an” ad Roto Gets Readership Second Only to Page One value. Your advertising in rotogravure becomes 
part of the quality atmosphere which is charac- 


Because There’s Something for Everybody in Roto Sections © teristic of this simian tanilinn, ond teinallne 


accordingly .. . You can cover better than one 
When Your ADVERTISING appears in news- rotogravure picture sections’ reader traffic out of every two homes in the nation with roto- 


paper rotogravure picture sections, you are sure = averages second only to page one in volume.“ —_ gravure sections, or you can use roto's tremendous 
's in the spotlight—exposed to the maximum That's why we say: Count the Readers Per Dollar appeal to increase sales in a single city or zone. 


number of potential customer-readers of adver- _ Instead of the Lines Per Dollar—Then You'll Go For more information, write Kimberly-Clark 
ising pages. A continual check of newspaper Roto, Too! Corporation. We maintain a service, research 
reader habits, conducted under the well-known In addition to getting more readers per dollar, and statistical department for the convenience 


f° 


Gallup method, conclusively proves newspaper _—rotogravure advertising offers an exclusive plus of advertisers and publishers. There is no charge 


, eae a for our service. 
*Based on a continual analysis of reader traffic in 21 different papers in 17 key cities. 


Proof of the Power of ROTO 
O bats ect Write Kimberly-Clark for free 


— oad book on rotogravure adver- GALLUP Method 
a tising. It presents the findings of proves a 
THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPERS Gollup Method surveys, ond 
Manufactured by other valuable information for 
KIMBERLY-CLARK CORPORATION advertisers and publishers. ROTO 
Established 1872 — Neenah, Wisconsin 
New York, 122 E. 42nd Street Los Angeles, 510 W. Six? . : 
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Gonc TO PRODUCE a new circular, brochure or catalog2 
Then consider the extraordinary reader-interest in rotogra- 
vure, as demonstrated by the millions and millions of readers 
who regularly are attracted to the newspaper rotogravure sec- 
tion every week. Add the appeal of rotogravure to your direct 
mail advertising. You'll get more than reader interest! For, in 


addition, rotogravure creates a quality atmosphere all its own 


More Attractive Printing 
Means More Readers — 
More Readers 

Mean More Sales — 


/ 


—an atmosphere that definitely helps to drive home the 
message you want consumers to get concerning the quality 
of your product....If you need help in preparing materia! 
for rotogravure, call in a Kimberly-Clark rotogravure man. 
There is no charge for our cooperation, which is available 
to you at each of our offices. If you prefer, write for advice 


and samples of these famous rotogravure papers: 


ptoplat: Htyfect 


Remember, paper plays a vitally important part in the effectiveness of rotogravure —choose it carefully ! 
Compare the nationally-accepted rotogravure papers made by Kimberly-Clark Corporation, listed 
above. They come in wanted weights and sizes to suit your requirements, to meet your budget. 
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Kimberly-Clark Corporation 


Established 1872 —Neenah, Wisconsin 


New York 
122 East 42nd Street 


*~ 
* 
* 
* 
4 


Los Angeles 
510 West Sixth Street 


Chicago 
8 South Michigan Avenue 
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Special Sections 
in Newspapers 
for Style Show 


Furniture Men 
Aggressive 
in September 


Plan 


Promotion 


‘hicago, July 1.— The elaborate 
preparations made for the National 
Home Furnishings Style Show—the 
new title of National 
Week—were explained at a lunch- 
eon at the American Furniture Mart 
today by Smith H. Cady Jr., direc- 
tor of the headquarters staff. The 
optimism expressed by Mr. Cady 
apparently is shared by the indus- 
try in general, since registration on 
the opening day of the summer fur- 
niture market was 300 above any 
mark of the past. Roscoe R. Rau, 
executive vice-president, National 
Retail Furniture Association, de- 
livered the principal address today, 
giving an analysis of the industry’s 
volume and problems. 

Mr. Cady said that while 350 
manufacturers are cooperating with 
the fall promotion, the committee in 
charge regards it essentially as a 
local idea, since it has been dis- 
covered that methods which work 
in one city are fruitless in another. 
The chief contribution of the Home 
Furnishings Industry Committee 
will be three eight-page newspaper 


sections, which will be provided 
free of charge to the nation’s news- 
papers for use during the desig- 


nated week. Two of these will be 
released by Meyer-Both Company, 
Chicago, and one by Metro Associ- 
ated Services, New York. In addi- 
tion, the Chicago Tribune Syndicate 
will provide a dramatic Page 1 and 
various editorial syndicates. will 
lend their cooperation. The news- 
papers will be expected to sell the 
50 per cent of space left open. 


Promotion Equipment Offered 


The committee is offering a 
standard kit of 298 pieces for $5 to 
retailers, compared with 236 pieces 
contained in last year’s kit. The 
current offering includes four win- 
dow streamers, 20 display cards, 25 
circles listing the various classi- 
fications included in the style show, 
12 double pennants, 12 single pen- 
nants, 25 pin-on streamers, 200 slip- 
for price tags. The slogan 
for the promotion is ‘Happiness 
Begins at Home.” 

In addition, the committee will 
make available newspaper mats in 
three, five and eight column sizes, 
and one insignia in one-column size, 
to be sold for a small sum. Book- 
lets of 16 pages for mailing will be 
sold at three cents each, including 
the imprint. Auto bumper placards 
printed in two colors are also to be 
offered. 

\ll of the available material will 
be described in the Home Furnish- 
ings Style Show Plan Book, 25,000 
copies of which will be distributed 
to the trade in August. 

\mong manufacturers who have 
innounced that they will devote 

ch of their fall advertising to 
the event are Spring-Air Company, 
Kroehler Mfg. Company, Bigelow- 
Sanford Carpet Company, Virginia- 
Lincoln Furniture Corporation, and 
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Dollar Buys More 


his address today, Mr. Rau 
pointed out that the furniture in- 
du ry. no matter what other 


ges may be laid at its door, has 
Kept pace with modern production 
nethods, so that the consumer’s dol- 
‘ar will stretch farther than at any 
in the past. A number of spe- 
‘iic examples were given. 

The retailer, too, according to 
Mr. Rau, has kept pace, though 
int 1939, virtually none in the 
‘urniture field made any profit dur- 
ng the past decade. One reason is 
that the furniture dealer assumes 
the ndustry’s advertising responsi- 
dilities in large part; another is that 


he has been forced to enter the 
Yanking field in handling instal- 
ment business and a third is that 

ee 
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Furniture | 


POPRROE ST PRESENTS CSE enepee 


Different Bubbling Mouthwash 


MAYBREATH 


To Sweeten Your Mouth \nstantly 
with tha Fresh, Clean Breath of Spring / 


My the Aion wing Aiattiwaed. MAYBREATH 


One of the pieces of test newspaper 
copy being used by Pepsodent for May- 
breath “bubbling” mouthwash. The com- 
pany has also brought out a new "“foam- 
ing" dental cream, but Maybreath re- 
mains the only Pepsodent product with a 
distinctive name of its own. All other 
products are called Pepsodent, followed 


by descriptive words such as ‘'tooth- 
paste,” ‘‘antiseptic,”’ etc. 
he has assumed the warehousing 


function which has been performed 
by manufacturers and wholesalers 
in other industries. 

The industry’s problem, he said, 
may be summarized in the state- 
ment that 20 per cent of the coun- 
try’s inhabitants buy 80 per cent of 
the furniture. While this market 
will always receive ardent cultiva- 
tion, the industry must also enter 
into competition for the less numer- 


ous dollars over living expenses 
possessed by the larger numbe1 
The automotive and other indus- 


tries have done a much better sell- 
ing job than the furniture trade in 
these ranks. 

Mr. Rau said that price 
ranges present a fascinating study 
In two-piece living room suites, for 
instance, an overwhelming share ot 
the business is done in the $90-$99 
price bracket. Perhaps even further 
price reductions must be made 
without sacrifice of quality, he sug- 
gested, as a means of broadening 
markets. The vital need, however, 
is to make good furniture more im- 
portant to consumers than other 
products competing for their atten- 
tion and dollars. 


also 


More Streamlining Needed 


Discussing furniture design, Mr. 
Rau implied, at least, that the men 
in charge of this phase of the busi- 
ness have been far removed from 
the public pulse. They have tended 
to be static, while demand is dy- 
namic, he said. More functional 
and streamlined design is needed 
to satisfy the yearnings of a public 
which is steadily growing “smarter.” 


To prove this point, Mr. Rau said 
that 40 per cent more graduates 
emerged from the country’s high 
schools in 1939 than in 1929. 


Whether this was due to difficulty 
of getting employment or the re- 
alization of parents that their chil- 
dren need better educational equip- 


ment is not important. The fact 
must be confronted that public 
tastes are steadily rising 

One expert said, and Mr. Rau 


agrees with him, that the furniture 
market is actually divided into 
three main classifications: 1, the 
rural field, where durability is the 
chief essential; 2, the industrial 
market, where flashy appearance 
seems to be the requirement; and 3, 
the high-income bracket, where 
authentic period design gains recog- 
nition. 

On a volume of four billion dol- 
lars during the past decade, furni- 
ture dealers lost 75 million A 
slight profit was reported in 1939, 
and an increase of 10 per cent in 
volume for the first half of 1940 
indicates that the industry's mer- 
chandising methods beginning 
to get results. 

Mr. Rau said that wine, blue and 
green are the most popular 
in the order named Housewives 
are far more responsive to color 
than to design, he added 

Lawrence Whiting, president of 
the Mart, the final speaker, said 
that furniture dealers have become 


are 


colors, 


opportunists, operating on the 
theory that inventories must be 
kept low in order to avail them- 

eo ‘ *% = y . wi mi ‘fiers : 


selves of sudden changes in demand. 
The advent of mass. production 
in furniture plants, necessitating 
new equipment and methods, 
will result in abandonment of the 
field by a certain number of manu- 
facturers, he predicted. The re- 
mainder will supplement improved 
production methods with more in- 
telligent and aggressive merchan- 


|dising and a larger number of na- 


tional advertisers will be numbered 


in the manufacturing ranks 


|Sellers Promoted 


Steele R. Sellers has been ap- 
pointed sales manager of the elec- 
tric range department of Kelvinator 
division of Nash-Kelvinator Cor- 
poration, Detroit, succeeding Harry 
M. Parsons, resigned 


Retains Selz 

Truck Trailer Manufacturers As- 
sociation has retained Lawrence H 
Selz Organization, Chicago, to con- 
duct an educational and sales cam- 


| paign. 


WIJIJD to Move 


Station WJJD, Chicago, will move 
its executive offices and studios to 
230 N. Michigan avenue in October 
R. L. Atlass, president, has signed 
a contract for most of the second 
floor of the building, where 7,000 
square feet will be available 


HYSTERIA NO. 3 


“Stabbed In The Back 
By Infamous Lies” 


NOLDE BROTHERS---An American 
Institution Employing American People--- 
Submits This Appeal For FAIR PLAY To 
All Right-Thinking Americans! 


FELLOW CITIZENS OF AMERICA: 
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H. WILLIAM NOLDE 
AUGUST H. NOLDE 
See Premtent 
GEORGE F. NOLDE 
HENRY A. NOLDE 
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Amores simone The party ant hag quel 
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we 
< tont ont ee ener) and Operators 


This copy, a full page in this instance, 

ran in varying sizes in Richmond, New- 

port News and Norfolk papers. The 

organization involved is a bakery operat- 
ing in this area. 


Outdoor Man 
Heads Adcratters 


W. Colburn Standish, Walker & 
Co., was elected president of the 
Ad-Craft Club of Detroit, succeed- 


ing Howard O. Ward. H. Allen 
Campbell, Station WXYZ, was 
elected first vice-president; D. C 


Murray, Fortune, second vice-presi- 
dent. 

F. Lee Johnston, Advertising 
Services, Inc., was elected board 
secretary, and Carl Georgi, Jr., D. P 
Brother & Co., was re-elected treas- 
urer. 


Bettersilk to Houck 


Bettersilk Hosiery Mills, Bristol, 
Va., has placed its advertising ac- 
count with Houck & Co., Roanoke, 
Va. Fashion, women’s, and general 
magazines will be used with trade 
papers and direct mail. 


Gets Keeley Beer 

C. L. Miller Company, New York 
and Chicago, has been appointed to 
handle advertising of Keeley Brew- 
ing Company, Chicago. Posters and 
spot radio will be used in the Mid- 
dle West. 


Croghan Vice-President 

Art Croghan, sales manager of 
Station WJBK, Detroit, has been 
elected a director and vice-president 
in charge of sales. He joined the 
station in September, 1939. 
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Polk & La Salle Streets 
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tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 
housed in this modern, fire-proof 
Orders of any size can 
be handled efficiently and promptly. 
Located within easy walking dis- 
's Loop district, it 
is most convenient for buyers to 
drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUCTS CORPORATION 
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124 WEST POLK 


A Center of Printing Activity 


Complete facilities for the produc- = 


STREET 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. Be it 
a Catalog, Publication, Book- 
let, Broadside or other form 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to cooperate with you on 


your next job of printing. 


CHICAGO 
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ADVERTISING AGE 


July 8, 1949 


Inside Picture of Co-op 
Grocery Store Revealed 


. consumer  cCvoperative 
National Brands Sell has yet fostered. 
Well in Most Modern The progress of the enterprise is 
Co-op Unit 


an eloquent testimonial to efficient 
management. A faltering little gro- 
By IRWIN ROBINSON 
(Picture on Page 29) 


movement 


cery store was transformed into the 
last word in modern food merchan- 
dising. A cramped shop became a 
Cambridge, Mass., July 3.—De-. bright self-service market, 22 by 52 
spite an obvious measure of pride feet. bedecked in cool cream color 
in the success of their establish- with dark green trim. And, most 
ment and the realization that con- important of all, a weekly sales 
sumption of private brand merchan-| volume of $341 mushroomed into a 
dise is an important objective, respectable take of $1,200 just 30 
members of the Central Consumers days later and gradually up the 
Cooperative of Cambridge have not scale to a high of $2,500 for one 
materially altered their buying week in May and an average of 
habits, especially with regard to $2,400 per week for the month as 
nationally advertised brands. a whole. This month, as might be 
This fact today highlighted an! expected for the vacation season, 
analysis of the first six months of volume has declined to a weekly 
operation of the most modern co-op average of $2,100, but a continua- 
food store in the United States. The tion of the sales climb to $3,000 is 
market, located on the central shop- envisaged for fall with a top of 
ping thoroughfare of this com- $4,000 considered a distinct possi- 
munity, only a few blocks from) bility. 
Harvard Square and in the heart 
large residential area, was | 
opened last December as one of the 
most ambitious 


National Brands Sell Well 


The consistent demand customers 
experiments the have maintained in behalf of many 


of a 


nationally advertised brands is 
interesting, considering the loyalty 
members of the co-op attach to 
their enterprise. About 75 per cent 
of the store’s volume comes from 
co-op members; the remaining 25 
per cent from transient trade. Only 
in canned fruits and vegetables does 
the Co-op label rule the roost con- 
vincingly. In this classification the 
sales ratio in favor of Co-op canned 
goods is nine to one; in soaps and 
cleaners the volume runs about 
50-50; in coffees it is three to one 
in favor of advertised brands, and 
the latter also dominate cereals and 
dog foods. 

In the store’s soup bins Co-op 
brands dominate, although Camp- 
bell’s labels also stand out promi- 
nently. Consumer demand for other 
advertised soups has been consist- 
ent and it is likely that a fuller line 
will have to be installed to meet 
this situation. 

The area served by the Cam- 
bridge co-op food store is a typical 
middle class residential district in- 
habited chiefly by “white collar” 
workers. Although the market is 
the first self-service unit within a 
radius of about a dozen blocks, 
there are several other grocery 
stores in the immediate vicinity 
with which it must compete. On 
either side of the market, not three 
hundred feet away, are two inde- 


FOR LESS ! 


WENR’s new transmitter—50,000 
watts of power—clear channel—and 
increasingly popular program sched- 


ule assure advertisers a potential 
and profitable listening audience of 
3,405,000 radio homes in the great 
Chicago market, the second largest 
in the United States... Add to this 
WENR’s new and attractive dis- 
counts and you have the best radio 
opportunity that Chicago has to offer. 


WENR 


CHICAGO KEY STATION NBC—BLUE NETWORK 
870 ON YOUR DIAL 
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HITS AT CLAIMS 


0 AECULAR GASOLINE "OT ONE 
CAM COMPARE WITH COLT a "OX 


Gulf gets tough with "just as good” 
claims in this outspoken newspaper copy 
which asserts unequivocally that "'no 
regular gasoline—not one—can compare 


with Gulf No-Nox.” 


pendent grocers and directly across 
the street is a First National store. 
Seemingly the latter has been 
chiefly affected by the co-op com- 
petition. The independents, although 
at first concerned over what they 
believed was a “radical” enterprise, 
have accepted the co-op’s growth as 
a fait accompli and express the 
conviction that they are no more 
concerned than they would be over 
any other competitor.. They also 
point out that the independents can 
offer services that the co-op can’t, 
the chief of these being credit. 


New Competition Coming 


Within the next few weeks, how- 
ever, will come a test that may 
resolve itself into a survival for the | 
fittest. A block away from both 
the co-op and the First National 
store appears an enormous sign 
heralding the arrival of a new A&P 
super-market. Whether or not the | 
growth of the co-op venture di- 
rectly inspired the A&P invasion is 
a question hard to answer, but the | 
fact that the co-op store proved 
there was a respectable volume of 
business to be had for the asking 
must have spurred the big chain to | 
re-examine the area very carefully. | 

That the competitive picture will | 
be altered radically with the A&P 
operation goes without saying. Up 


to this point the price situation in| 


the immediate vicinity of the co-op 
store has been fairly stable. There 
have been few serious price-cutting 
orgies, and the co-op has managed 


to meet competition whenever its| Mateo and Santa Clara 


chain or independent rivals offered 
“specials” on nationally advertised 
brands. All the food stores in the 
vicinity, however, recognize the 
new threat represented by the ad- 
vent of the big A&P super-mart. 

Although it is difficult to gener- 
alize about the operating expenses 
of self-service stores, due to vari- 
able conditions, the co-op’s books 
seem to indicate that the store's 
overhead compares favorably with 
comparable independent operations 
of the same dollar volume. At pres- 
ent the co-op’s operating expense 
is 15.9 per cent, a figure that has 
been pruned down gradually from 
the start and which can be expected 
to decline to about 14 per cent as 
volume grows. Independent super- 
markets with annual sales of $200,- 
000 show operating expenses that 
range from 10 to 17 per cent, with 
12.8 per cent the average 

Sales Margins Given 

The co-op food store at Green- 
belt, Md., with a volume of $250,000 
a year, operates at 12.2 per cent. 
This, however, like most self-serv- 
ice markets, is without delivery 
expense The Cambridge — store 
offers a delivery service, which 
accounts for an addition of about 
two per cent to its overhead 

The Cambridge co-op works on a 
margin of about seven per cent on 
nationally advertised brands; 17 per 
cent on co-op brands; 23 per cent 
on meats, and 25 per cent on prod- 
uce 

Up to the present time advertis- 
ing of the co-op store has consisted 
of circulars distributed to neigh- 
borhood apartment houses, direct 


mail and co-op literature. The 
most ambitious promotional effort 
was a campaign launched last week 
to build up summer volume. A 
message directed to members ang 
patrons announced that specia] 
vacation orders of more than $19 
would be delivered express prepaid 
within a radius of 150 miles. Cus. 
tomers were furnished with a list 


of several hundred staple items 
with prizes, including a_ broad 
selection of nationally advertised 


brands. 
Now Making Profit 


The Cambridge enterprise was 
set up with the assistance of Con- 
sumer Distribution Corporation and@ 
represents the most ambitious ve). 
ture in the co-op field since the 
Greenbelt experiment, inaugurated 
about three years ago in the federal 
housing project at Greenbelt, Md, 
The cost of setting up the Cam- 
bridge market was $6,541. A pre- 
liminary to the transformation of 
the $300-a-week food shop into a 


| modern super-market was a special 


membership drive which added 205 
new adherents to the Cambridge 
group and brought the total mem- 
bership to 445 with new capital of 
$1,757. 

The job of designing the new unit 
and installing furnishings and 
equipment was undertaken by CDC, 
which lent the new project a total 
of $4,851. Of the latter sum $2,500 
was a loan as agreed originally, 
plus a temporary advance of $2,351 
which was needed to cover the cost 
of setting up the store. The co-op 
is now seeking to attract new capi- 
tal of at least $2,350 to repay this 
obligation. 

For the full year from March, 
1939, to March, 1940, the store 
showed a net loss of $549. From 
December, when the new unit was 
opened, to the end of the fiscal 
year, March 2, the store’s loss was 
$86.32. Beginning in March, how- 


ever, red ink began to disappear 


and the April 1 operating statement 
showed a profit of $461 for the pre- 
ceding month. The profit side of 
the ledger has continued to flourish 
ever since. 


E. E. Umland & Co. 


Names Three on Coast 


Three associate sales. directors 


|have been appointed in California 


by E. E. Umland & Co., California 
representative of Newsletter Serv- 
ice Company, Chicago. They are 
O. E. van Austen in northern Cali- 
fornia with headquarters at 222 
Kearny street, San Francisco; Burt 
V. Miller, representing the southern 
part of San Francisco county, San 
counties: 
Vincent F. Johnson in_ southern 
California with headquarters in th« 
Roosevelt bldg., 727 W. 7th street, 
Los Angeles. 


Taystee Fosters Picnics 

Promotion of Taystee bread ove: 
the radio in 25 cities is being ac- 
companied by commercials which 
advertise local picnic spots and 
points of interest. Campbell-Mit- 
hun agency, Minneapolis, has th 
account. 


KAUFMANN & FABRY CQ. 
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ADVERTISING AGE 


RECENTLY a new French movie called ‘‘The Baker’s 
Wife” opened in New York. 


The critics raved. The movie profession acclaimed it 
j as an artistic triumph. The public stood in line to pay 
their money to see it. 


bs 
The hero of this singular picture is bread. Yes — plain, 
everyday bread. 


We like a success story like this because it proves a 
point we’ve long harped on... that in sufficiently skillful 
hands the most commonplace object or product can be 
made interesting, exciting, alluring. Be 


Young & Rubicam, Inc., apvertisine 


NEW YORK - CHICAGO + DETROIT + HOLLYWOOD - MONTREAL + TORONTO 
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Mr. Grant Has a Good Idea 


Richard H. Grant, vice-president 
of General Motors Corporation, gave 
the Advertising Federation of Amer- 
ica a suggestion at its convention in 
Chicago June 24 to the effect that 
the Federation organize an editorial 
board for the purpose of disseminat- 
ing 
tion 


informa- 
public 


constructive, 
about 

consumption. 
The 

pointed 


positive 
advertising for 
General Motors executive 
out that advertising has 
been too much on the defensive, and 
has devoted its and effort 
largely to answering the criticisms 
which have been leveled at it by 
representatives of the consumer, by 
academic authorities and _ others. 
Instead of merely meeting these at- 
tacks, he insisted, advertising should 
take the offensive. 

When ADVERTISING AGE first 
startled the field in 1936 with its 
investigation of the sort of material 
advertising being taught in 
schools and colleges, we learned 
that there are plenty of books avail- 
able for use in class rooms and for 
supplementary reading which 
deavor to expose the 


time 


on 


en- 


if any which present it as a service 
to business and the consumer which 
has played a leading role in raising 
the standard of living by bringing 
the cost of new and better products 


|most important role in 
weaknesses | 
and fallacies of advertising, but few 


within the reach of more people. 
We are sure that if authoritative 
material such as Mr. Grant has in 
mind were available, it would 
used, not only for general reading, 
but especially among students and 
those who are exploring the field of 
consumer education. Factual infor- 
mation, rather than theoretical ar- 
guments, would provide those who 
are skeptical about advertising with 
specific revealing the 


be 


cases con- 


structive and helpful aspects of ad- | 


vertising as a part of our social and 
economic structure 


The success of the ADVERTISING 


AcE competition for the best plans | 


for improving relations between ad- 
vertisers and consumers has 
wise provided a large volume of 
carefully prepared plans and ideas 
which might be highly suggestive in 


like- | 


outlining a program for building an | 


advertising literature for the con- 
sumer. Certainly the right kind of 
advertising books, written from the 
viewpoint of the buyer and user of 


advertised products, would play a/| 


any long- 
range consumer education plan. 

Mr. Grant has offered an _ idea 
which we think is sound and 
workable that it should be put on 
the agenda of the AFA and affili- 
ated organizations for immediate 
attention and action 


sO 


“Media Records’ for Radio 


The National Association § of 
Broadcasters has announced that it 
is proceeding with a plan for the 
establishment of a statistical infor- 
mation service covering the use of 
radio advertising, with special ref- 
erence to spot The plan is 
to be worked out along the lines of 
the well-known Media Records 
service covering the newspaper ad- 
vertising field 

At present detailed information 
regarding the use of broadcast ad- 
vertising Is 
tirely to 


radio 


restricted almost en- 
network programs. The 
networks have supplied information 
which is 


and 


available to advertisers 


advertising agencies covering 


time and dollar expenditures of ad- 


vertisers using their facilities. This 
s excellent information and _ is 
widely used. Statistics on _ spot 


broadcasting, in contrast, have been 
value- 
less because they have covered too 


fragmentary and relatively 


few stations and too few accounts 

With the rapid growth of spot ra- 
dio advertising in the national field, 
buyers of broadcasting service have 


been constantly hampered by lack 


of details regarding trends in the 
use of the medium. It is impossible 
to see a clear, complete picture of 
spot broadcasting at present on the 
basis of volume, classification of ac- 
counts, time units employed and the 
other basic factors regarding which 
time buyers need information. 

The NAB has the facilities to de- 
velop such a service, because of its 
close and intimate contacts with all 
divisions of the broadcasting indus- 
try. It will be able to collect data 
from the majority of all stations in 
operation, and statistically this will 
be such a large section of the field 
that the comparative figures will be 
and authoritative. Media 
Records figures, for example, while 
not purporting to include an abso- 
lutely complete account of all news- 


accurate 


paper advertising, are based on so 
large a percentage of the total that 
they show basic facts with complete 
clarity 

The project of NAB 
which represents a needed service, 
and its early establishment will be 
welcomed by advertisers and agen- 


new Is one 


c1res 


SALESMEN LOSE ANOTHER WORKING DAY 


"They're celebrating the fiscal New Year.” 


Ad-libbing 


Another Surprise for W. W. 

Mr. Wendei!l L. Willkie, who 
found himself the Republican presi- 
dential nominee last week, might 
also be somewhat intrigued to know 
that he is appearing, in facsimile at 
least, in current promotional litera- 
ture of the Shakeproof Lock Washer 
Company, Chicago. Mr. Willkie’s 
smiling countenance (or a darned 
good likeness) is shown holding up 
a Shakeproof fastener and saying, 


EASIER 
Fasteners! 


rac assemoceo SHAKEPROOF 
LOCK WASHER sn sn 


SHAKEPEOOF CK WaSnte co 


SHAKEPROOF 


“My job’s a lot easier.” The reason 
why tells the virtues of the product. 

The Shakeproof mailing piece, to 
bring the coincidence still further, 
was sent out on the night prior to 
Mr. Willkie’s nomination. The Hen- 
sley Company, creator and designer 
of the piece, swears however that 
the tie-up is accidental. The mail- 
ing piece, it is said, is part of a 
campaign planned way last March, 
and naturally, Mr. Willkie did not 
serve as the model for the drawing. 
But it does look like him, doesn’t it? 


An Agency Asks a Question 

Federal Advertising Agency, New 
York, has told a tale out of school 
this week in admitting that, while 
agencies may be experts at prepar- 
ing copy for clients, they some- 
times fall down on their own house 
advertisements. Federal has begun 
what it calls “the first systematic 
copy test of agency ads.” Some 
600 advertising and sales executives 
have been sent a folder illustrating 
four basic copy themes that have 
been used by Federal and other 
agencies to sell their services. Re- 
cipients of the folder are asked 
which advertisement should prove 
most effective as a basis for a com- 
plete campaign. If they comply, 
they'll be told the results of the 
test, Federal promises. 

Strangely enough, in compiling 
the test advertisements, Federal has 
sort of concentrated upon its own 
virtues. Could it be that they 
wanted these 600 advertising and 
sales executives to know about Fed- 
eral’s long client tenure, its “H.P.R.” 
and—but maybe you had better 
read the folder. 


Studebaker Celebrates 

Public relations is nothing new to 
the Studebaker Corporation, al- 
though in the earlier years of the 
company’s history it may not have 
been dignified by that high sound- 
ing title. Celebrating its 88th year, 
the automotive company (they 
started with wagons) has issued a 
simple, tastefully designed booklet 
filled with comments upon the 
many important milestones that 
have been met and passed in nearly 
nine decades. Between the lines as 
well as in the lines of this booklet 
are the philosophy and the reason- 
ing behind the conduct of the com- 
pany in both public and employe 
relations. Success on both counts 
is indicated in the fact that labor 
trouble has been virtually nil since 
the company’s inception, and that 
sales are and have been at a cheer- 
fully pleasant height. 


Grim in a Nice Way 

It’s difficult to be a sourpuss 
when the rest of the gang is think- 
ing of having a good time. The 
Travelers Insurance Companies, 
however, did this in a very nice 
way in newspaper copy scheduled 
to break before the Fourth of July 
exodus. Copy stressed the danger 
inherent in holiday motor travel, 
using the old style type of picture 
story as shown here. The very 
human figure heading the copy 
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asserted, “And I alone escaped to 
tell the tale. . .” 

Copy beneath, dotted with line 
drawings to illustrate his sad tale, 
related that the carnage during this 


particular holiday was so terrific 


that there “was nobody left to come 
back” after the holiday was over. 
Although copy calmly pointed out 
that the long holiday this year was 
certain to bring a huge number of 
casualties, it did so without being 
effect 


so 


lost 


lugubrious that the was 


| shown 


_ Mason, 


July 8, 1949 
Information 
for 
Advertisers 


—, 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser, or advertising ags ney 
executive writing on his business 
letterhead. 


No. 1670. Facts About Complete 
Coverage of New Orleans— 
Certified. 


This new booklet, issued by The 
Times-Picayune and New Orleans 
States, gives the complete picture 
of the coverage of these papers in 
the New Orleans market. Maps of 
the metropolitan districts and of 
the New Orleans trading area are 
with figures applying to 
them, and charts compare circula- 
tion figures with those for popula- 
tion, utility consumption, telephone 
subscribers and auto owners. 

No. 1671. Give First 
Children. 

This is the official slogan of the 
third annual Better Parenthood 
Week, sponsored by Parents’ Maga- 
zine. Parents’ has issued a pamph- 
let showing the various sales pro- 
motion aids available for use before 
and during’ Better Parenthood 
Week, September 23-29. 


Thought to 


No. 1672. Tested Premiums 


Sell Merchandise. 


that 


The Meeker Company has issued 
this illustrated booklet which offers 
suggestions for premiums, dealer 
awards and goodwill gifts. The 
text comments on the various ap- 
plications of premiums as a sales 
force in marketing. 

No. 1673. Like the Old Swimmin’ 
Hole WLS, too, is a Summer- 
time Success. 

Radio Station WLS, Chicago, has 
issued this new booklet which re- 
counts success stories of a wide 
variety of products to prove that 
radio advertising brings results dur- 
ing the summer months. 

No. 1661. Household Survey and 
Kitchen Inventory. 

The Cedar Rapids Gazette has 
issued this analysis of brand prefer- 
ences and buying habits of consum- 
ers in the Cedar Rapids market 
The study covers foods, beverages, 
soaps and cleansers, tobacco, elec- 
tric appliances, heating equipment 
and automobiles and accessories. 


No. 1638. 
Mason. 
A success story of the Home 
Forum program, conducted by Mary 
is related in this folder 


The Women and Mary 


|issued by Station WRC, Washing- 
iton, D. C. An outline of subjects 


covered in the program, a list of 
products advertised since last July, 
and statements from listeners and 


|advertisers tell the tale. 


| acceptance. 
l|are recounted, 


No. 1650. 
Counts. 


Radio Station WHAS has 
this brochure on the Louisville 
market, its population, industri 
employment, telling, as well, about 
the station’s facilities and listener 
Some sales successes 
and trade aids are 


Power Where It 


issued 


described. 


No. 1615. Blue Ribbon Program 

Radio Station WDRC, Hartford, 
Conn., has issued this file-size folder 
which itself lists market data and 
provides a coverage map of tie 
market, and holds loose-leaf pages, 
each describing one of the Blue Ri 
bon programs. The _ information 
gives details of each program, auc'- 
ence response and cost. 


No. 1665. 


The Dallas Morning News issu 
this monthly bulletin which repor's 
the news of weather conditio! 
crops, retail sales and other e' 
dences of business conditions 
Dallas and its trading area. 
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~ COUNTER-ESPIONAGE 


DON'T SELL AMERICA SHORT 


a Pa 
THE EAST LIBERTY TRIBUNE 


Typical copy in the be-careful-what-you- 
say campaign running in the Pittsburgh 
area. 


Earnings of 
Advertisers 


Valspar Corporation 

Net profit for 12 months ending 
May 31, 1940 was $229,884, com- 
pared with $110,616 for the previous 
year 


Remington Rand, Inc. 

Net income for 12 months ending 
March 31, 1940 was $2,305,176, com- 
pared with $1,750,391 for the pre- 
vious year. 


Baltimore & Ohio, R. R. 

Net loss for four months ending 
April 30 was $2,681,394, compared 
with a net loss of $4,577,306 for the 
tour months a year ago 


Pennsylvania R. R. 

Net income for four months end- 
ing April 30 was $6,146,830, com- 
pared with $2,516,207 for the same 
four months a year ago. 

Union Pacific R. R. 

Net income for four months end- 
ing April 30 was $1,865,245, com- 
pared with $1,124,342 for the same 
four months a year ago. 


Chesapeake & Ohio R. R. 


Net income for the five months 


ending May 31 was $12,881,020, 
compared with $2,842,084 for the 
same period a year ago. 


Pitney-Bowes Postage Meter 

Net profit for the year ending 
March 31, 1940, was $627,038, com 
pared with a net profit of $586,416 
lor the fiscal year which previously 
ended Dec. 31, 1938. The net profit 
lor the three months ending March 
31, 1939, was $104,076. 


H. W. Gossard Company 

Net income for six months ending 
May 31, 1940, was $185,461, com- 
pared with $188,385 for the corre- 
ponding period a year ago 


General Outdoor Advertising Co. 
Net loss for the quarter ending 
Ma 31 was $165,536, compared 
net loss of $244,098 for the 

ame period a year ago. 


Radio-Keith-Orpheum 
Consolidated net profit for 13 
ee ending March 30, 1940, was 
‘535,088, compared with a consoli- 
ated net profit of $388,822 for the 
3 weeks ending April 1, 1939 


Masonite Corporation 
Net profit for the third quarte 
March 17 and ending 


€ginhning 
iT was $333,566, an increase of 


ConegrstOohion S 
40°. of the Mothers reading CON. 
SRATULATIONS have an average 


of 1.7 children in addition to the 
new baby. 


29 per cent over the net profit of 
$258,380 for the corresponding 
period a year ago. Sales for this 
12-week period of 1940 totaled 
$2,305,633, compared with $1,916,982 
for the corresponding period a year 
ago. 


United States Plywood 

Net income for the year ending 
April 30 was $544,168, compared 
with $308,010 for the previous year. 
Booth Fisheries 

Net income for the year ending 
April 27 was $153,503, compared 
with $53,317 for the previous year. 
International Vitamin Corp. 

Net income for the quarter end- 
ing March 31 was $28,512, compared 


with $18,751. Net income for nine 
months ending March 31 was 
$113,619, compared with $86,656 for 
the same period a year ago. 


Columbia Pictures Corp. 

Net income for nine months end- 
ing March 30 was $341,348, com- 
pared with a net loss of $80,158 for 
the same period a year ago 


Willys-Overland Motors 

Net loss for six months ending 
March 31 was $281,297, compared 
with a net loss of $755,846 for the 
same period a year earlier 


Beatrice Creamery Company 
Consolidated net income for 

three months ending May 31 was 

$1,829,431, compared with $349,172 


for the same period a year ago. The 
consolidated net income for the year 
ending May 31 was $1,829,431, com- 
pared with $1,752,073 for the pre- 
vious year. 


Firestone Tire & Rubber 

Net income for six months end- 
ing April 30 was $2,565,661, com- 
pared with $2,851,538 for the same 
period a year ago. 


Wesson Oil & Snowdrift 

Net income for nine months end- 
ing June 1 was $1,567,418, com- 
pared with a net loss of $953,623 
for the same period a year ago 


Kroger Grocery & Baking 
Net income for 24 weeks ending 
June 15 was $2,332,720 compared 


with $2,290,846 for the same period 
a year ago. 


International Shoe Co. 

Net income for six months end- 
ing May 31 was $2,891,335, com- 
pared with $2,824,612 for the same 
period a year ago 


Union Pacific System 

Net income for five months end- 
ing May 31 was $2,495,433, com- 
pared with $1,562,251 for the same 
period a year ago. 


Bulova Watch Co. 

Net income for the year ending 
March 31 was $2,015,171, compared 
with $1,400,025 for the previous 
year 


Afternoon Appointment 


You 


have an appointment with some 


hundreds of thousands of Philadelphia house- 
wives every time an advertisement of yours 


appears 
Bulletin. 

For it 
that The 


in The Philadelphia Evening 


is in the afternoon’s leisure hours 
Evening Bulletin—one of the most 


thoroughly read newspapers in America— gets 
its first careful reading in Philadelphia homes. 

During her afternoon recess, the Philadel- 
phia housewife catches up on the news, follows 
her favorite Bulletin features, makes plans for 


future purchases. 


Later, in the evening — when the family 
circle discusses expenditures for new conveni- 
ences, comforts and pleasures—hers is most 
often the deciding voice. the final recommend- 


ation on what to buy. 


Philadelphians read advertising in The 


Si Philadeghia— Cty of Ame 
seanvly oorpbedy sade 


Bulletin with confidence because they buy 
the newspaper itself with thorough belief in 
its value. No one has ever been induced to buy 
The Evening Bulletin because of a premium 


given to a subscriber. 
Philadelphians have 


made The Evening 


Bulletin the leading daily newspaper in their 
city for thirty-five consecutive years, entirely 
by voluntary preference for its pages. 

Let this natural reader interest and con- 
fidence make “afternoon appointments” in 
Philadelphia for the advertising of your 


product. 


Your advertising agency will show you how 


The Evening Bulletin 
large circulation 
retail trading area 


within 


with 95.0° of. its 
the Philadelphia 


can give you thorough and 


effective coverage of this important market— 
at one of the lowest costs per reader anywhere ! 


bulletin 


opyright 1940, Bulletin Co Philadelphia 
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ADVERTISING AGE 


Huge Party Each 
Week for Holders 
of Pa-Pi-A Tops 


x, 


New York, June 27.—Augmenting 
ity already concentrated promotion 
ir. this market, Vanti Pa-Pi-A Cor- 


poration has 


invited New York’s 
entire population to be its guests 
at Manhattan Beach each Monday 


night. All are welcome to attend, 
leading orchestra and 
witness a radio broadcast. Price of 
admission for a four-hour party 
will be three Vanti Pa-Pi-A bottle 


dance to a 


( ips 
The stunt will be inaugurated 
next week, with Russ Morgan and 


orchestra as the attraction. He will 
be featured in a half-hour broad- 
cust called “On the Spot” to be 
aired over Station WOR. Roving 
ceremonies will inter- 
dancing couples who occupy 
painted circles on the floor when 
the music stops, with cash awards 
ranging up to $5 for correct 
answers. Consolation prizes will be 
fomily cartons of the papaya bev- 
erage. 

The party is being supported by 
intensive point-of-sale merchandis- 
ing. Several promotional tie-ups 
have been arranged by the agency, 


masters of 


view 


THEY'RE SATISFIED 


We Want 
Wendell Willkie 


The sors of this ad beliewe The first step ix to get bim 
that Wendell Willke the nominated 
only Republica 


fw 
nation im the crits 
*hih loom abead 


your ty fowr cents would = titions ‘ 
be money thrown away bound to mak 
the crucial 


DO YOUR PART TODAY TOMORROW MAY BE TOOLATE 
This advertisement has been ordered and paid for by friends interested 
on the candedacy of Wendell L. W thee for Preudent of the Unuted 
States 


Copy prepared by Anderson, Davis & 

Platte which the Illinois State Journal, 

Springfield, ran before the Republican 

convention. It was paid for by local 
citizens. 


Erwin, Wasey & Co., through mem- 
bers of the Publicity Club of New 


York. Vanti Pa-Pi-A also sponsors 
daily shows over Station WNEW 
and three newscasts a week over 
WOR. 


“Feature Index” 
Helps to Sell 
Nash Used Cars 


Detroit, July 2 Latest wrinkle 
in the merchandising of used cars 
is the “Feature Index” method 
adopted by Nash dealers through- 
out the country. The plan, designed 
to simplify the selection problems 
of prospective buyers, applies new 
car selling methods by calling at- 
tention to features which were the 
talking points when the car was 
sold as new. Dealers list data re- 
garding the car’s specifications and 
features on a_ windshield sticker 
which is known as the “Feature In- 
dex” and is made available by the 
Nash company. 

A growing tendency on the part 
of used car buyers to look for es- 
sential and useful features rather 
than frills motivated Nash's decision 
to apply new car sales strategy in 
the marketing of used cars. Accord- 
ing to Ray Fussell, Nash merchan- 
dising manager, today’s used car 
buyer, like the man buying a new 
car, is interested in more than just 
appearance and_= accessories. He 
yvants to know and be sold on what 
is in the car, its tangible engine and 


construction features, its tire size 
and wheelbase length. 

“Absolutely the best used car in 
town,” “positively perfect,” “best 
deal in the country,” and other such 
superlatives have been so over- 
worked in used car selling that 
prospective buyers have become 
calloused and wary. They don't 
want trick phrases and assurances, 
says Mr. Fussell. They want the 
same kind of factual information 
that is given new car buyers. Hence 
the new used car merchandising 
device is proving a marked success, 
he said. 


Georgia A. M. Group 


Meets in Savannah 

The Georgia Daily 
Advertising Managers’ Association 
will meet at Savannah July 8 to 
talk over current political advertis- 
ing, methods for combatting sum- 
mer slumps in business and also for 
creating new advertisers. 

Lee Kelly, of the Thomasville 
Times Enterprise, is president of the 
newspaper organization and_ will 
preside at the meeting. 


Newspaper 


Watches to Rosette 

Invicta-Seeland, Inc., New York, 
has appointed Rosette Advertising 
Agency, New York, to handle pro- 
motion of its Swiss watches 


92 Cora 


ITS POWER 


BEAUTIFUL CAR... a super body and chassis 


nse yet utterly useless unless the power is there. And 


so it is with your printed words. The best copy 


dynamic illustrations ... vet your messages nowhere 


—(not counting the 


waste basket) unless the printed 


presentation, the FIRST IMPRESSION, commands the 


attention of readers—your potential customers, 


Vachine Processed for UNIFORMITY °« 


PRINTABILITY ° INA 


APFINITY ° 


OPACITY © STRENGTH 


COLOR AND RPINISH 


KIMBERLY-CLARK 


Ge Funled Miler 
ITS FIRST 
IMPRESSION 


That’s why your choice of paper is so important, 
The perfect printability of Kimberly-Clark low-cost 
book papers—KLEERFECT’ and HY FECT assure your 
printed words and pictures the right presentation. 
They have features that add to the readability and 
effectiveness of printed advertising and at the same 
time help reduce the over-all cost of printing. Por 
your next circular, brochure or catalog ask your 


printer to submit samples and prices on: 


CORPORATION 


Established 1872 « NEENAH, WISCONSIN 


New York — 122 East 


Cuicaco — 8 South 


Los ANGELES — 


l2nd 
Michigan 
910 West Sixth Street 


Street 


Avenue 


| 


ony 


RMA Requests 
Dealers to Use 
Broadcasting 


Washington, D. C., July 3.— Re. 
garding interests of its members a<: 
being inextricably identified ith 
those of the broadcasting industry 
the Radio Manufacturers Asso cia- 
tion is urging producers of rec >iy- 
ing sets to act to put radio on 
parity with newspapers in solic ‘ta- 
tion of local promotion of recei\ ers 
The step is regarded as particu! irly 
significant in view of the fact ‘hat 
reallocation of channels will make 
about 2,000,000 sets obsolete. Jos: 
of the sets to be sold this year  yil! 
be able to get all standard stat ons 
after the change over, though push- 
button sets will have to be adjus‘ed 

The RMA letter to members s: id: 

“Action by RMA members, espe- 
cially large companies, is recom- 
mended by the RMA board of di- 
rectors for further cooperation jj; 
the joint radio promotion camps igr 
of the National Association of 
Broadcasters and RMA. 

“The broadcasters of NAB, local 
stations as well as networks, have 
been and now are giving splendid 
service to the radio industry wit! 
many special programs, spot an- 
nouncements, promotion features 
and other activities—all aiding 
manufacturers, distributors nd 
dealers to sell more radio sets nd 
ilso increase the unit of sale. 


July 8, 1949 


Assist Local Stations 


“Local broadcasters desire to be 
placed at least on an equal basis 
of competition with newspapers, ir 
respect to the cooperative advertis- 
ing allowances of manufacturers t 
their distributors and dealers. Thi 
RMA committee in the joint pro- 
motion campaign, and also ow 
officers and directors who have held 
conferences with the NAB, agre 
that we should assist local stations 
to solicit part of the cooperativi 
advertising allowances of distribu- 
tors and dealers. This can _ be 
accomplished if RMA members wil 
supply to their distributors adver- 


tising material, such as forms of 
spot announcements, continuity 
ete.. similar to the advertising 


material furnished to distributors 
for newspaper use. This is recom- 
mended so that local broadcast sta- 
tions may better solicit such loca 
advertising from radio distributors 
and dealers. 

“Also it would be effective if you 
would send your distributors a let- 
ter reiterating your company’s fait! 
in the power of radio broadcas' 
advertising, especially for replace- 
ment Such a letter migh! 
well point out the close community 
of interest existing between radi 
distributors and dealers and_ th 
local broadcast stations, togethe! 
with the necessity of their working 
together for their mutual 
interests. Such an expression would 
be in accordance with the view: 
expressed by members of the RMA 
committee and RMA board of direc- 
tors who were appointed to wor! 
out the joint national campaign ©! 
industry cooperation with NAB. I! 
you will send your distributors (' 
so interest your advertising agency) 
samples of the suggested distribu 
tor-dealer spot announce! 
continuity, ete., and suggest thei 
use on broadcasting statio! 
would be most helpful. 

“It is now desired that RMA 
members demonstrate to NAP an 
its members that they are 
their part by encouraging ¢ 
distributors and dealers to plac 
cooperative advertising wit! 
stations. The broadcasters are 
ing your sales. Please do yo 
to help them.” 


sales. 


closer 


Cuts Airtex Mattresses 


Firestone has cut the price 
single 415-inch Airtex mattrt 
$64.50 to $49.50 and the 
inch mattress from $49.50 to 
This is a break with the t 
of charging the same for bot! ns 
and full size mattresses. T!° *% 
remain at > 


, 


ze Airtex will 


<] 


ind $49.50 in the two thickn 


x 5 gs lh ate * 
oo ee TY Sea ae 


the 


= ry te = ~ * Re eee fen : s eed . i. 5 a “ : f F ee ere gu - ca os ¢ P a 4 o's “2 . F - . Sy ie . 1 i er 
a 
‘ es | CO 
ke ~~ anmaateememeaaree 
b oe | 
: ry 
Fs | | 
an We also believe that of ali the ay ove wishful thinking | 
eae candidates for the presidenc?, — soasioeg immediate action 
rate, Wendell Willlic is the 
) ! 5 lead the Ef you share our beliefs. his is 
en Aa ing action we urge you to t+ 
q A 1 o> A vescean ¥ av 19 Te xasmuans 
a Po i ara mat vou ra © THE NOMI ‘ 
; The telegram will cot you Advertisements like thew ap Y 
only forty fowr cents and it pearing thie week ino T 
may well prove to be the most papers right across the L 
1 important forty for cents wy deluge mveniion ! 
ie aT | you have ev - headquarters with hundred 
ee: I Den! think 7 he (th ands of additional p 
+ > force whch 
i a i vying he ple but 2 force which can | 
a ST ready have pe med tow ther Willkie enthemasts do 
Bre Wendell Wilthie’s nomination your par | = 
mi ee Fe 
ri ‘apie f | Po 
| ee . 
- . 
_ 
Ne: 
: in ¥ 
Pac 
ver 
- y — 
‘be = 
S24 7a : 
_ _ — ( 
a 
| a’ 
» ee | 
Hate, . 
‘i i ; sin” I 
, _—. . a tio! 
a se “ eee . 
eek an a bas 
oe be . ¥ oe 
7m , . “ (Wi : son 
% : are eer iy i co! 
oe . _ a “ F lot 
ml eee rt F Bit lo 
bea AY sate ep eete wae : 
aa 4 ay ee Aes 
banat ‘ ea : a 7 al ce son 
is tage ‘ - = <n ea < we wa — ve 
4a ‘ 4 a ak _ ‘i ak 
7 aaa > ; = ; hs ts ie all = 
‘= 7 ’ . ae : as 
. ; an ‘ caer a ,.. 
a . | SE mo. the 
ale ao laa L/S 
i fe bs oe 
: ae orem a. for 
. ile. ee aa bre 
i t 
iy ; i, ae “3 y : 
7 ee ‘ Brag - 
ae es sm 
cae , go _— ( 
jee’ toe me a _ 
Bt Fen} : — F thi 
ee ‘ Ch 
’ . ae ‘ — An 
. a Bhi: . sp 
; a Bs ; ; di r col 
a : a oe 
a : f ‘ pre 
yer, ’ age 
. _ _ 7 ; wh 
ims ; the 
Fe ‘ 
= f , ° cr 
=—. 4 ig tel 
r, in a Soe ie u 
: ie x aes i a 
" Lo Pond Bits 0) 
3g SN alge 400" gre 
— Tee a ‘ t 
Zz 4 a - a 
, cit de 
— a* os : da 
: 7 “-— ee - . 
eee ( 
e- i 
2 re oe ho 
; a ee 
: ie “*e . 
j a the 
: ee 
¢ 
‘ f 
My Yi 
™ 
ea i 
> “ Ye 
a 
. = ; 
7 jee + em a 
: lee . 
ia pee i 
| ie. 
ye 
oan \ 
| 
SS 
| —==-—i'_=ss 
| ete 
ta 
© te 
wry Tes ; ‘ . * 4 ws See E 1s i . 2 . i en ee < Ri ie ‘ ' s * F “%; 4 ie ry ae " ¥) Sle 
Sa Se an pg Ms ye A ee r m ‘i << hye TRIS a ae ie ene ie ¥ es 7 } i eS ee: ae gee a wet phere TS 2. 
he Sy. Se 2 a : a hs ae . sy nad # . > — TMA 9 FF cree Di ee Phe > xt ’ ie y B ae. f FA say ye a pias erty 4 
me es Bite, m Bes oe 8h ee a? y aa ts a ay } Swed ae i ¢ “ i eG eae | ae ne a i ee ae > ‘ty 
; ; ec 2 Wife “ edad re * ¥ nail eS i ‘ - 4 . ibe 7 - — Sa = i. 4 Py + “i, 


eee we ee 


0 


y 


ce 
= 
> 


July 8, 1940 


ADVERTISING AGE 


15 


NOW Tr S BRUNCH 


the ROUND the CLOCK MEAT S 


For NE W Dishes : 


tei Bd 
SE UNEM 4 Abd PORK Combed Ready re Serve 


are 


Newest prepared meat to test promotion 

in varied markets is this product of Tobin 

Packing Company, Fort Dodge, la. Ad- 

vertising is appearing in the newspapers 
of four Eastern cities. 


Ball Club Puts 
Punch in Bank's 
Promotion Drive 


Louisville, July 3.—The First Na- 
tional Bank of Louisville is playing 
baseball for all it is worth this sea- 
son—and as a promotion device it 
considers the game worth quite a 
101 

The bank has been making per- 
sonal or industrial loans for a dozen 
years. It has nine offices at con- 


enient locations about the city. It 
values small service-charge as well 
as large checking accounts. From 


the standpoint of advertising, there- 
fore, it is interested in anything of 
broad public interest which will 
help develop personal loans and 
mall checking accounts. 

One way to reach the public was 
through the Louisville Baseball 
Club, the Colonels, tops in the 
American Association. So the bank 
Don Hill, popular sports 
commentator, in a 15-minute radio 
program called “Grandstand Man- 
agers” over Station WAVE, in 
which Hill interviews fans on how 
the would manage the team at 
critical moments and on other mat- 
ters of interest. Hill carries a pack 


sponsors 


transmitter and moves about the 
grandstand at Parkway Field here 
at home games or has his inter- 


views in the broadcasting studio on 
days games are played out of town. 


Issues Baseball Book 


Commercials play an unobtrusive 
part in the radio broadcasts as they 


do also in a 48-page baseball book 
Which the bank gives to fans. The 


book contains biographical sketches 
nd pictures of players, changes in 

ules, information on how to 
game, its history, roster 
mortals and statistics. A map 
of the book shows the 
cation of the nine First National 


score the 


f 


e back 


lr stimulated furthe 


a contest with two 
eason tickets to Parkway Field as 
iin prize Contestants 
ed to forecast team and playe1 

¢ mance as of June 30. 


rest Was 
pring witl 


were 


Club an Advertisement 


baseball 
observes that “A 
team is a_ business 
any town.” It refers to the 


foreword to the 
the bank 
baseball 


SM to 


439 record of the Louisville Col- 
if is a national advertisement 
es ON tO iv that *The Fir st 


Two New Magazines for 
Gardner Publications 


Two new magazines to cover the 
Latin-American market have been 
announced by Gardner Publications, 
Inc., Cincinnati. They are Oficina 
Mecanica Moderna, to be published 


Use of Well-Known 
Names Results in 
FTC Complaint 


Washington, D. C., July 2.—For 


in Portuguese to cover the machine @ttaching to their products such 
tool market in Brazil, and El Taller Well Known brand names as “Elgin,” 
Mecanico Moderno, to be published “Underwood,” “Remington,” and 
in Spanish and to cover the same “Hamilton,” several Chicago manu- 
market in all of the other Latin- facturing corporations, operated at 
American countries. different times in cooperation with 
The two magazines will be issued Henry T. Schiff, have been charged 

quarterly, the first issue to be Sep- by the Federal Trade C 
tember, forms closing Aug. 3 ‘ - pence — dl Commission 
with violation of the Federal Trade 


Commission Act. 
Corporate respondents in the case 
made J. | are Elgin Razor Corporation, 


Calvert Advances Park 


Calvert Distillers has 


Carlton Park Michigan’ district Underwood Laboratories, Inc., Un- 
manager. derwood Industries, Ine., Match 


King, Inc., The American Super- 
craft Corporation, Paris Bead & 
Novelty House, Inc., Keen Mfg. 


Company, Inc., Monarch Mfg. 
pany, and the American 
Corporation 


Com- 
Camera 


False and Misleading 


The complaint charges _ that, 
among other things, the respondents 
advertised “Elgin electric 
and “candid type 
the name “Elgin 
also an “Underwood 


shavers” 
cameras” using 
Laboratories,” 
electric dry 


shaver” in connection with the cor- 
porate name “Underwood  Indus- 
tries, Inc.” and a “Hamilton elec- 


tric shaver.” 
The complaint 

respondents’ 

false and 


that the 
representations were 
misleading in that their 


asserts 


products were not made or sold by 
corporations, firms or individuals 
identified in the public mind by the 
names Elgin, Underwood, Reming- 
ton and Hamilton; the so-called 
reduced or special prices advertised 
were the usual or regular prices; 
the cameras advertised were not 


such as could properly be described 
as “candid,” and the respondents 
did not own, operate or control a 


properly equipped laboratory, 
supervised and managed by 
tifically trained persons 


scien- 


Joins “Newsweek” 


Walter Persson has resigned from 


the promotion staff of the New 
York Journal & American to join 
Newsweek as assistant to Arthur 


Stein, promotion manager 


New England Offers Not Merely : 
3 Rings — But 18... . 


ACH of these 18 rings represents a sales 
area giving a complete performance sure 


to satisfy any audience of time buyers. 


( . Lowell 
The 18 stations of The Yankee Network give S/o qrecter Han Be Unied Soles Lawrence 
average. ‘ 
advertisers front row seats at these sales shows, 
; — where retail sales per square mile are WLNH 
which play the year ‘round. 3.99 times larger than the rest of the Laconia 
You get your money's worth and MORE — CREE Sane anor amabs 
every day — rain or shine in the ‘big top" New Why be satisfied with one ring acts when Augusta 
England market — where normal population con- your price of admission, a Yankee Network * 

: , : . ' WCOU 
centration of 131.8 per square mile (U. S. aver- ticket, gives you 1|8-ring performance, covering Npane nl 
age 41.3) is augmented by 3,000,000 or more EVERY important New England population and Auburn 

* 
summer visitors, spending half a billion dollars, or sales center EVERY show? WSYB 
Rutland 


THE YANKEE NETWORK, INC. :: 


11°, of the estimated annual recreational ex- 
penditures of the United States. 


— where per capita food expenditure is 


WNAC 


Boston 
* 


WTIC 
Hartford 


* 
WEAN 


Providence 
* 


WTAG 


Worcester 
* 


WICC 
Bridgeport 
New Haven 


* 


WNLC 
New London 


* 


WCSH 
Portland 


. 
WLBZ 


Bangor 
* 
WFEA 


Manchester 
* 


WSAR 
Fall River 


WNBH 
New Bedford 


* 


WHAI 
Greenfield 


* 


WBRK 
Pittsfield 


* 
WLLH 


BROOKLINE AVENUE 


» BOSTON, MASSACHUSET tS, 
-« EDWARD PETRY & CO., INC., Exclusive aide Sales Representatives __ 
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(4d column of 


advertising 
ment of interest to manufacturers 
of nationally advertised food 
products and their agencies 


rs is a “stopper” in any man’s 


language. Tack it on the bottom of a 
letter, and your Starch rating will go 
the limit. Put a P.S. on the average 
fool advertisement, however, and = the 
keeper-of-the-budget will howl about the 
cost of extra lineage. But use PS, in 
The Topeka Daily Capital and it doesn't 
cost wou a cent . . for PLS, is a Plus 
Service—a Food Cooperation 
sells! 


com 


Plan that 


New Plus 

Service 

For You 

pS. is an added incentive to the 
nearly 50.000 family-readers of The 


Topeka Daily Capital to purchase nation 
ily advertised food products, It is a 
salesstimulating “stopper” in the form 
of bi-weekly display ads which focus at 
tention on national food copy regularly 


ippearing in Topeka’s leading newspaper 
. and in the form of a Daily Capital 

Food Review of advertised products over 

every Saturday. 


Radio Station WIBW 


87 6 ( of SS She Copeka Baily Capital — 
. ( Tria TRADE cLismhs TOWARD Prax 


National 
Food Copy 


Linea 


4 
a 
Foo 
. @ does things for national ad 


vertisers. It sells more food products to 
able-to-buy Kansds families. It makes 
national advertisers conscious of The 
Topeka Daily Capital's amazing influence 
upon subscribers in Topeka and its 21 
Drive-in Counties. Little wonder, then. 
that more national advertisers turn to 
The Capital... give to it 87.6% of all 
national food lineage appearing in 
Topeka newspapers 


P.S. Helps 
General 
Foods 


PS. 


dramatic 
aft lopeka’s 
eka Daily Cajyital has the large 


powerful 


function first Newspaper 


(The Teo 
est circulation of 


any UU. S. newspaper 


in cities between 50.000) and 000 
i Take General Foods, for instance. P.S,, 
f the Fool Cooperation Plain of The 
a i Capital, has stimulated splendid = sales 
a gains for Post Toasties, Postum, Jello 
lee Cream Powder and JellO Freesing 
. Vir, products exclusively advertised in 
- The Topeka Daily Copital for several 

A years 


PS. You may be interested in 


finding out how P.S. can be a protitabl 
a Plus Service for your food product) or 
fy vour clients For further information 
write The Topeka Doiwlu Capit lopeka 
Kansas 


Che Copeka 
a Baily Capital 


INFLUENCING THE BUYING HABITS 


OF 200,000 KANSANS 


HOW WABASH PUTS COPY TOGETHER TO SERVE A VARIETY OF PUBLICATION PROBLEMS 


ROADS 


TRip 


This is a typical Wabash continuity advertisement as it appears on the comic pages. 


CROWDED AND 
DRIVING SO HOT 
ANO DUSTY. THE 


EXPENS!VE, TOO. 


WHO SAID 
4 ANYTHING ABOUT 
. ORIVING ? 
LISTEN...1 KNOW 
HOW TO TRAVEL 
4 OF LUXE AND 
SAVE MONEY. 


WILL BE 


WiLt BE 


WHO SAID 
ANY THING ABOUT 
: ORIVING ? 
LISTEN... 1 KNOW 
HOW TO TRAVEL 
DE LUXE AND 
SAVE MONEY. 


wo 


ORIVING SO HOT 
AND DUSTY. THE 
TRIP WILL BE 
EXPENSIVE, TOO. 


wv Youns AND 
wen A bene] REMEMBER 
wapasy Fan {AY WHAT You 
" SAID ABOUT 
eneaneers EXPENSE 
TOMORROW” ‘ 
1S THE THIS COSTS 
RAN US NO MORE 


THAN DRIVING [>= 


Way TO 
TRAVEL 


THAT'S THE WAY TO 
TRAVEL ...AIR CONDI- * 
TIONING...SEATS AS 
COMFORTABLE AS ARM 
CHAIRS...LIGHT THATS 
RIGHT: . WHY DIDN'T 
YOu TELL ME ABOUT 
THE “COACH OF 
TOMORROW’? 


1010! BUT You 
HAD TO RIDE IN 
IT TO REALLY 
APPRECIATE 
WHAT IT MEANS. 
DE LUXE TRAVEL 
AT REGULAR 
coacw prices! 


FOR EXTRA 
COMFORT AT NO 

EXTRA FARE, RIDE 
THE WABASH “COACH 
OF TOMORROW” 


The “Coach of Tomorrow” is regular 
equipment on all Wabash trains to and 
from Chicago and Kansas City; and on 
night trains to and from Detroit; and late 
afternoon trains between Detroit and 
Chicago. For details, see, write, or phone 
Frank McNally, 1459 Railway Exchange 
Building, St. Louis. Chestnut 4700. 


Thoet thd Kr0ttt) 


Go ASH 
Ta Serving Since 1838 


Without changing either the headline or 


copy, the mats can be rearranged to 


meet the needs of newspapers which do not accept comic-page advertising or 


run-of-paper copy as shallow as thirty-five 
ment reduces the space 


lines on five columns. This arrange- 


by twenty-five lines. 


THAT'S THE way TO : 


REMEMBER TRAVEL ...AIR CONDI- 


WHAT You TIOWING...SEATS AS 1010! BUT You COMFORT AT NO 
== sai tour FS [Crane cient Tuarsl ‘|irro reaccy ||| EXTRA FARE, RIDE 
oan @nent RIGHT. WHY DIDN'T APPRECIATE THE WABASH “COACH 
YOu TELL ME ABOUT : = 
THE "COACH OF wnar rr means. | \\ OF TOMORROW 
TOMORROW’? AT REGULAR 


y 


- 
i 


% 


It is five columns 


coach prices! 


il 


FOR EXTRA 


The “Coach of Tomorrow” is regula: 
equipment on all Wabash trains to and 
from Chicago and Kansas City; and on 
night trains to and from Detroit; and lat. 
afternoon trains between Detroit end 
Chicago. For details, see, write, or phone 
Frank McNally, 1450 Railway Exchange 
Building, St. Louis. CHestaut 4700. 


N Thee whe Lad 


wide and thirty-five lines deep. 


HOW THE WILSONS SAVE WHILE TRAVELING DE LUXE 


WOW 1 KNOW 
WHY YOU RE 
SUCH A 
WABASH FAN. 
THIS “COACH OF 
TOMORROW” 
iS THE 
GRANDEST 
WAY TO 
TRAVEL 


AND 
REMEMBER 
WHAT You 
SAID ABOUT 
EXPENSE. 
THIS COSTS 
US NO MORE 
THAN DRIVING 


me) 


“a 


FOR EXTRA 
COMFORT AT NO 

EXTRA FARE, RIDE 
THE WABASH “COACH 
OF TOMORROW” 


The “Coach of Tomorrow” is regular | 
equipment on all Wabash trains to and 
from Chicago afd Kansas City; and on 
night trains to and from Detroit; and late 
afternoon trains between Detroit and 
Chicago. For details, see, write, or phone 
Frank McNally, 1450 Railway Exchange 
Building, St. Louis. CHestnut 4700. 


Tho! whe kitted) —m 


3ASH 


Serving Since 1838 


Where the budget does not permit 

use of full-size copy, two frames are 

used, forming an eighty-line adver- 

tisement but still giving a major part 
of the message (above). 


in points where minimum space is 

placed, the final frame of the con- 

tinuity is a complete thirty-five line 
advertisement (right). 


FOR EXTRA 
COMFORT AT NO 

EXTRA FARE, RIDE 
THE WABASH “COACH 
OF TOMORROW” 


The “Coach of Tomorrow” is regular 
equipment on all Wabash trains to and 
from Chicago and Kansas City; and on 
night trains to and from Detroit; and late 
afternoon trains between Detroit and 
Chicago. For details, see, write, or phone 
Frank McNally, 1450 Railway Exchange 
Building, St. Louis. CHestnut 4700, 


Sliaen siti iiiaen 
Go ASH 


Serving Since 1838 


Flexibility Saves 
Production Costs 
on Wabash Copy 


St. Louis,, July 2.—Wabash Rail- 
way, with continuity copy appear- 
ing on the comic pages of major 
newspapers along its lines, is intro- 
ducing an approach believed unique 
in railway advertising. 

While some roads have 
“comics” and continuities to a lim- 
ited extent, Wabash claims to 
the first transportation system to 
place its advertising on the comic 
page and to have built the advertis- 
ing approach around the experi- 
ences of a typical patron 

The Wilsons, featured in 
advertising, are average, middle- 
class Mr. Wilson, who 
travels a lot on business, knows all 
about Wabash and there- 
fore, goes about solving travel prob- 
lems for his family, friends 
business associates 

There are three steps in the for- 


used 


be 


Wabash 


Americans 


service, 


and 


mula First, the statement of a 
travel problen Then, the prob- 
lem’s solution by using a Wabash 


service. Finally, the expression of 
satisfaction in riding the Wabash 
jut. Wabash advertising sched- 
ules present several problems which 
do not confront users ol 
tinuity special 
nique had to be developed 


most con- 


advertising, a tech- 


Flexibility Is Key 


the 


very 


For exampk 
publication is 


frequency ofl 
uniiorn 


ries widely 


nearly 
] 


while the size of space va 


from city to city. Even in the key 
cities of St. Louis, Chicago, Kansas 
City and Detroit, where all dailies 
are used, newspaper policies make it 
necessary to vary from the wide, 
shallow copy of the continuity strip. 
In addition, Wabash sales methods 
make it advisable to hight-light defi- 
nite services from various points, 
and in many “off-line” cities adver- 
tising schedules call for space con- 
siderably smaller than the full con- 
tinuity strip. 

To meet these problems, flexibil- 
ity has been put into the advertis- 
ing, making it possible to meet all 
these requirements without increas- 
ing preparatory materially. 
Illustrations and copy are arranged 
the castings 
sawed apart and arranged in resizes 
of 150, 80 and 35 lines and shapes 
changed to fit limita- 
tions 

Advertisements localized by 
using the final panel to feature spe- 
cific Various points 

r example, St. Louis advertising 
may teature through service to the 
Coast while the same adver- 
isement in Chicago will highlight 
the Wabash Blue Fleet trains to St 
Louis. 

Wabash is one of the oldest rail- 

ad advertisers, and one of the old- 
‘st of all advertisers in this country, 

ing placed its first copy more 
han 100 years ago, according to R 
\. Willier, advertising manager 
The current campaign is under the 
direction of Gardner Advertising 
Company, St. Louis 


cost 


so mats can be cast, 


newspaper 
are 


service trom 


est 


Gets Ronson Lighters 


Art Metal Works, Inc., Newark, 
N. J.. has appointed Cecil & Pres- 
brev, New York. to handle adver- 
tising of Ronson lighters 


AMA Names Five 
New Divisional 
Vice-Presidents 


New York, July 3.—Five new 
divisional vice-presidents, repre- 
senting all phases of management 
in various industries, have been 
named by the American Manage- 
ment Association. They are: finance 
and accounts, Ernest F. Rumpf, 
vice-president, Pittsburgh 
Company, Pittsburgh: personnel, 


Harold F. North, industrial rela- 
tions manager, Swift & Co., Chi- 


cago; production, D. F. Carpenter, 
director of manufacture, Remington 
Arms Company, Bridgeport; 
sumer marketing, H. R. Chapman, 
vice-president, New England Con- 
fectionery Company, Cambridge. 
Mass.: and insurance, W. A. Sulli- 
van, manager, insurance depart- 
ment, Loose-Wiles Biscuit Com- 
pany, Kansas City, Mo 


con- 


Continue in Office 


will 
management 
Norman C. Firth, man- 
Dun's Review, New 
industrial marketing 
Shreve, vice-presi- 


Two who 
continue 


division, 


vice-presidents 
are, office 

aging editor, 
York: and 
division, E. O 


dent, General Electric Company, 
Schnectady 
New AMA directors are: Jay C 


Hormel, president, George A. Hor- 
mel & Co., Austin, Minn.; F. B 
Flahive, comptroller, Columbia Gas 


& Electric Corporation, New York: 
J. W. Dietz, personnel relations 
manager, Western Electric Com- 


pany, New York: 
vice-president, 
Machine 
Irwin D 


Raymond S. Perry, 
Ingersoll Milling 
Company, Rockford, IIL: 

Wolf, vice-president, 


Coal | 


Kaufmann Department Stores, Inc., 
Pittsburgh; 

Ralph H. Blanchard, Schoo! of 
Business, Columbia University, New 
York; Walter C. Hill, president, 
Retail Credit Company, Atlanta: 
Ralph Kelly, vice-president, West- 
inghouse Electric & Mfg. Co., Pitts- 
burgh; H. H. Leonard, president. 
Consolidated Packaging Machinery 
Corporation, Buffalo; L. C. Stowell, 
executive vice-president, Under- 
wood Elliott Fisher Company, New 


York; R. E. Gillmor, president, 
Sperry Gyroscope Company, In 
Brooklyn. 


The best facilities 


in BALTIMORE 
for LOCAL LIVE 
TALENT SHOWS 


RATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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Promotion 
Review 


“Nobody’s hotter than a Legion- 
naire on this all-consuming subject 
of national defense,” says a folder 
from American Legion Magazine 
which features four national de- 
fense articles in the July issue of 
the Magazine. 

* * * 


One of the unusual promotion | 
pieces of recent days is the one sent | 
out by True Story reproducing the | 
front and back of “Little White 
Lies,’ song hit of yesteryear. A| 
card clipped to the front cover says, 
“Let’s keep it just a song,” and the | 
inside spread carries its brief mes- | 
sage superimposed on the music of | 
the piece. The point of the piece 
is that True Story has discovered 
“a method which makes it impos- 
sible for people’s little white lies 
to influence the findings in surveys 
of magazine readership among new 
car buyers.” 


* 


“Notes on Going Back to School” 
comes to us in the familiar simu- 
lated-marble cover we remember so 
well, but this time it turns out to 
be a brief lesson in_ history, 
economics, and kindred subjects, 
prepared for our edification by 
Esquire, featuring its September 
back-to-school issue. The message 
itself is planographed in typewriter 
type, the Esquire touch being evi- 
dent in the reproductions of fellows 
like Socrates, Adam Smith and 
Tacitus, all of them shown with 
the head of Esquire’s pop-eyed 
little man. 

‘ 

That the Southwest market is a 
rural market, dominated by small 
towns, is a fact which Farm & 
Ranch has long hammered at ad- 
vertisers and agencies. Last year 
when Reagan Owen, merchant of 
Athens, Texas, convinced Farm & 
Ranch’s publisher, F. P. Holland 
Jr., that small town merchants in 
the Southwest depend on farmers 
and ranchers for the greater part 
of their retail volume, he decided 
to do more than talk. The results 
of his decision are reported in a 
plastic and Wiro-bound brochure 
called “Reagan Owen’s Letter” 
which is now being distributed to 
advertisers and agencies. 

In a four-way program embrac- 
ing a study of national advertising 
and selling and dealer and con- 
sumer buying in southwest towns, 
Farm & Ranch secured first-hand 
information to drive home to adver- 
tisers and agencies the power of the 
rural buying audience, the brochure 
says. 

First point of the Farm & Ranch 
program was a field study made 
with the cooperation of merchants 
in 1,500 Southwest towns under 
20,000 population. Sending trained 
men to talk with these merchants, 
Farm & Ranch secured first-hand 
estimates that 66 per cent of their 
retail volume was sold to farmers 
and ranchers. At the same time 
the names of leading merchandise 
lines sold in small town stores, 
including wearing apparel, food, 
drugs, hardware and lumber lines, 
were secured. From this list has 
been compiled the standing of mer- 
‘handise lines in dealer popularity 
Individual standings are being re- 
leased with the explanation that 
the lists are incomplete, inasmuch 
as the field work is still going on. 

second point of the program was 
an intensive dealer merchandising 


Plan and mail campaign. Through 
th plan dealers in small towns 
were advised of current Farm & 


Ranch advertising schedules and 
encouraged to tie-up with store and 
Window displays. 

Concurrent with the field work 
and mail campaign, Farm & Ranch 
Maugurated an editorial campaign 
to its readers, selling its audience 
On the economy and satisfaction of 
buying advertised quality merchan- 
dise. The editorials have been 
reprinted in scores of small town 
héwspapers, pasted on dealer win- 
dows and reproduced by national 
advertisers. 

Fourth point of the campaign has 
been a plan to educate advertisers 


how to sell Southwest market deal- 
ers. Attending sales-meetings, as- 
sisting in the preparation of sales 
portfolios and working with sales- 
men. 


Certain-teed Issues Book 

Certain-teed Products Corpora- 
tion, New York, has issued a new 
book in magazine style, entitled 
“Certain-teed Ways to Make Your 
Home Stay Young,” for distribution 
to consumers. The cover is a four- 
color reproduction of the Dale Nich- 
ols painting, “Look Homeward, 
America.” 


“ . 

Leader” Joins ABC 

The Civil Service Leader, weekly 
tabloid newspaper, has become a 
member of the Audit Bureau of 
Circulations. 


Perils to Press - 
Also Perils to 
Trade, Says IMA 


Chicago, July 3.— Efforts to ex- 
tend control of the federal govern- 
ment over the press, advertising 
and private means of communica- 
tion met with a strong denunciation 
by the Illinois Manufacturers’ As- 
sociation here last week when its 
board of directors unanimously de- 
clared that certain governmental 
policies were destructive of the 
freedom of the press and adversely 
affected the welfare of Illinois in- 
dustry and business, closely related 
to volume of advertising. 

“The value of advertising in the 


economic distribution of manutfac- | 
tured products is a matter of | 
common knowledge,” said the state- 
ment. “The direct relationship be- 
tween advertising and the welfare 
of the manufacturing industry is 
evidenced by the fact that in 1850, 
when hand-operated industries were 
prevalent and when manufactured 
goods generally were much higher | 
than at the present time, and when | 


advertising was used in the manu- | 


facturing industry only in isolated 
instances, there were 957,000 wage 
earners employed in the United 
States in factories, with a total pay- 
roll of only $237,000,000. In 1937 
the total number of wage earners 
in factories in the United States 
numbered 8,569,000 and _ payrolls 
aggregated $10,112,882,711, or 41 


times greater than in 1850. 


“The welfare of the manufactur- 
ing industry, the economic distribu- 
tion of its products, the extent and 
continuation of employment, and 
the maintenance of suitable stand- 
ards of living are inseparable, and 
the manufacturing industry prop- 
erly views with apprehension any 
governmental program which is 
calculated to unduly circumscribe 
the field of advertising or restrict 
the freedom of the press.” 


Joins Goldblatt 

Joseph J. Librizzi has been ap- 
pointed sales promotion manager of 
Goldblatt Brothers, Inc., Chicago 
department store chain, effective 
July 15. He has been sales and 


publicity director of the Outlet 
Company, Providence, for two 
years. 
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$02, an old CHAMPION CUSTOM 


To stir up the hornets in paper making practice is the special delight of the 


lads in Champion research and plant control. To them nothing is frightful, 


nothing sacred, nothing final. Champion is young in personnel, modern in every 


facility —old only in experience and accomplishment. It is everlasting inquisi- 


liveness about materials and methods that produces better papers for advertiser 


and printer, and makes Champion the leader in the manufacture of 


coated, uncoated, offset, postcard, envelope, cardboard, and cover. 


THE CHAMPION PAPER AND FIBRE CO. Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . 


.. CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . Over 1,500,000 Pounds a Day 


NEW YORK - 


CHICAGO - 


DISTRICT SALES OFFICES 
CLEVELAND .- 


PHILADELPHIA 


LS. 


BOSTON «+ ST. 


ae 


LOUIS - 


CINCINNATI 


40 | ee P| 
_ —_ —_ — = - - — _ - - oe 
Re een me mint 5 las 
a 
ir — 
d * =, 
r Se 
4 ee 
a | 
je 
ae * 
EE EE EE — 
a 
| my, ¥ . 2 , % Saas ‘ “a 2 . - . re eo 
| 1 So NI At gt 7 SF 5 ope ——— ¥ a ee 
) Mi} ve \" < ¢ ie ee Say ne PF “a 5: 
: : ; je oy : "oa ; ~ #74 a ee 4 
F ~. Sa + ee oa Bi 2 arin. : — — ; 
| Meares « 7 5 ‘ 2 ; $e ys a Lg fo - . _ ki gaa © os edie “S. aie 8 i aoe . 
1 | tm —_ Ps ; f " o fa an ‘ ke id 4 age af ss “ae ee | aaa Ms ~ 
7 , ? , = ; ow 4  y af ey a .. By as ‘ a ya : 4 4 . a ¢ 9: Oe - 
NES) ped a ; 
= : 7” Yaa ; , Ts . ‘ x 
id ; 4 : > , x eet a ; ae ’ ~* a F a Mong ' = ee. 
ack”. oe 4 i ‘ vf ee + > , € > a oe + ‘ Le Rae 
, Af 7 a4 ne a... 4 Mix al Ke a ’ a pies : ; ‘ ad 
. ah ii Pa it NN Yt ~~ ” 
1 -— qi i “eae > 3 - i, ' 
te -S a3 j  f- . $6: { ‘ Ws } ~ e hake ou 
, b = By i : . % : ; y Lo’ es pals Fe sa 
| 7 me es we ual 3 by = by 3 5 La ~ x #* WE thie “pf ie 3 
jut |. ‘eo: eons, a w3 
dike ' b ee = ,Z4 . ia a a 
UC ” - es . ; ; ¥ ¥ - . bn i ri ES : ; ~ ~~ > \. a al 7 9 P. ‘i 
: ‘a — é ' oe AR a 
Fe F : ) ; A a . » } ie % ae . 4g P 
SS ne ‘S Pa ail ; ™~ : 
ia Sts, iy mAwues J % DF ee xy & 
{ f “a Y we 3 ” hie ih ov) ea %! ‘ ce 
SS :/ hap ibe Lg iy de a IN S a. ws > ‘aia 
| es ee 2 CS sn) -_ 
{ mm -. € «, , om ' EG y) : - 
Ye ’ : 4 ; ; i é Ser 1 P| J oF 5 “we as 
= 3 ; So x OY oi ATA é7 7 ae ‘V vot oy ee Yo c sare a! 4 
ES et TR ™ 4 tas, « Phe 7 ee ee os 
~ yh. Pilih. 5 ’ a Va ; ade , =~ Bay —_" I® -¥ . 2 aReee fe: — D) _ om 
~ - ; i/o + a bes 5 ae bs ia 
; —- —_ ; my aaa 
Re i sa 
Inc., . a 
he ai 
| of im 
New es oe 
lent, i 
nta; 
est- 
itts- " 
ent, ee 7 
nery ey 
vell, 
New 
lent, . 
7 ee 
E 
F a ai 
a. Ry : 
es ee Bag 
= it 
| ee soa 
. 
— ii a 
‘Ris f ten : +e . E diye ey de Ts iy “4 » a . et oe = : , : ; f p ei - 
BAe 2 a Pe SOR: Tm OP et SS ee ae Dire a Nagel ee 


- 


18 


ADVERTISING AGE 
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ju 


Voice of the Advertiser 


This department 


Why Railroad Freight 
Advertising Is Difficult 


To the Editor: Just nearly 
every woman thinks herself an 
interior decorator, nearly every 
man believes himself an advertis- 
ing expert. Also many persons 
have very definite ideas about the 
railroad business though their voca- 


as 


tions may be outside the railroad 
field. Consequently, it is under- 
standable why there are so many 


persons who feel qualified to urge 
that the railroads advertise differ- 
ently than they do. 

This comment is made as a result 
of your editorial on “Advertising 
Freight Services” in the June 17 
issue of ADVERTISING AGE, giving a 
nice boost to railroad services, both 
freight and passenger, which I am 
sure all railroads will appreciate. 

The suggestion that the railroads 
undertake substantial 
campaigns on freight service has 
been made frequently and possibly 


various railroads might effectively | 
do more freight advertising than | 
they do. However, it would seem 
to me that those advancing these 
suggestions might first investigate 
the problem a little, rather than 
blandly assume that the railroad | 


officials, their advertising managers 


and their § advertising agencies, 
which include such firms as Caples, 
Lord and Thomas, J. Walter 
Thompson, etc., are asleep at the 
switch. The facts of the situation 
are that the vast bulk of railroad 
freight shipments are shipped by 
a comparatively few individuals or 


firms, with whom the railroads are 
in close personal contact, and, con- 
sequently, as an advertising prob- 
lem, it is not one of mass attack as 
is the case with 
to a large extent 

Incidentally, the Association of 
American Railroads has been carry- 
ing on ae substantial institutional 
advertising campaign, one of the 
largest put on by any industry, and 
a great deal of the deals with 


passenger business 


COpy 


the railroads’ improved freight 
service. This would seem to be a 
progressive effort and in line with 


your views. However, the fact that 
the railroads individually do not 
generally use mass media to reach 


a comparatively few people, already 
reached by personal contact and 
also, in many cases by direct mail 
efforts, does not necessarily indicate 
that they have an advertising blind 
spot as far as their freight services 
are concerned. 

As in any other 
question of how much additional 
revenue will be produced by in- 
creased advertising effort and ex- 
penditures faces railroad men when 
considering freight advertising 

Want you to know that we appre- 
ciate the friendly spirit of 
editorial. 


business, the 


your 


F. Q. TREDWAY, 
General Advertising Manager, 
Southern Pacific Company, San 
Francisco 


’ v ’ 


Employes Come Back 
To the Editor Enclosed 


is prool 


of a newspape! advertisement 
which appeared in the Akron Bea- 
con Journal on June 26 and the 
Cleveland Plain Dealer on June 27 
The advertisement combines the 
announcement of resumption of 
work by striking emploves of The 
General Tire and Rubber Company, 
and the intention of the company 
to erect new five-story building 
in Akron 

Akron has received a good deal 
of publicity in the past which has 
pictured it as ghost city, because 


of the trend toward decentralization 
of production by some of the Akron 
rubber companies for sever ve 
Because of the gl t cits I ‘ ! 
connectior with th advertisement, 
we believe it mav be of interest 
to you and pe | to your reade} 
Although it not stated in the 
advertisement the factory gate 
remained open every day during 
the trike ma erv. considerable 


advertising | 


} union 


forum. 


COMMON SENSE 


COMMON SENSE 
TRIUMPHS 


General Tire Employees Return to Work; 
Expansion Program 


is a reader's 


Company Announces 


Hats OF to ~ Akron's Finest 


The Door was Never (losed 


ee 


Full Speed thead 


ee eee ee 


thron Has Highest Hourly Bage 


emetic tear tet the Ame ahler meager 


Be age Reet: cages af eo: cetaaery 2 Or emery 


5 


Full-page newspaper copy in Akron and 

Cleveland which announced the resump- 

tion of work by striking employes of 
General Tire. 


Letters are welcome. 


number of factory workers, both 
and non-union, 
work throughout the period of 
strike, 
R. H. HARRINGTON, 
Advertising Manager, The Gen- 
eral Tire & Rubber Co., Akron 


v v v 


Community Sings 
Prove Good Promotion 
To the Editor: Recently 
World-Herald started its second an- 
nual community sing From 
all indications the attendance at 
this year’s sings, held each Sunday 
for a period of ten or twelve weeks 
at a local park, will last 
year’s attendance, which was well 

over 150,000 

Words to popular and old 
songs are projected onto an 
sq. screen each Sunday afte 
and anywhere from twelve — to 
twenty thousand people entertain 
themselves most enthusiastically 

There very little expense in 
connection with this and we 
feel it is by far our best civic activ- 


season 


exceed 


time 
18 ft 
sunset 


Is 


idea 


ity More communities throughout 
the nation should be participating 
in a similar event and we will be 


most happy to supply anyone inter- 
ested with complete details. 


T. W. SUMMERs, 
Promotion Manager, The World- 
Herald, Omaha, Neb 

a a 


That's Advertising! 

To the Editor: Just before I sat 
down this morning breakfast 
of advertised oranges, an advertised 
fried trout in an 
summer playground, ad- 
coffee, and doughnuts 
from advertised flour, adver- 
tised eggs and advertised baking 
and fried in advertised 
shortening, I received vout 
me that I had captured 
one of the prizes ADVERTISIN( 
AGE's well-advertised contest 

This is to 
for the 
peed in 
pleasant new 


to a 
cereal, a caught 
advertised 
vertised 

made 


powder 
telegram 
advising 
in 
thank you most 
and 
the 


hoping 


sin- 
for 
very 
the 
contribute 
of 


cerely prize award 
telling 
Here's 
submitted will 
the 


dvertiser-consume! 


yout rm 
plan I 


something to 


improvement 
relations 
RALPH E. Dyar, 
rector, The Spokes- 
man-Reriew and Spokane Daily 
Chronicle, Spokane, Wash 
i 


It's No Dream, 
Mrs. Carter 


Edito1 


Promotion D 


To the 


Now that I have 

nee yout ur- 
mMmnounNncine rr \ 
of 
contest it 
and 


ecclive 


elf a W 
place n notabl 

prudent to hasten 
before I shall 

official letter 


Mar Tirvie ! drean wher 


! umbl econd 
you 
em 


you even 


continued to 
the 


The 


something very fine seemed coming 
my way, I have hesitated just too 
long—and jolted myself awake. 

So even if I do “awake” and find 
all this was just a mistake, I do 
most sincerely thank you for your 
cordially worded greeting. It is 
surely reward enough for the effort 


expended to know that my most 
unpretentious offering was given 
such complete attention. For that 


is where we all will be the winners 
by this contest—bringing together 
as it does all the various ideas and 
suggestions. Anything which really 
works for the good of the business 
and profession of advertising will 
have to be a composite of our 
combined experience. 

Incidentally, I hope ADVERTISING 
AGE will win something, too, for it 
was surely a great service to adver- 
tising to focus attention on the| 
concrete handling our problem | 

getting down to ways and meth- 
ods. 

Again I thank you. 


of 


CAROLINE WILLIAMS CARTER, 
Cleveland, O. 
v v v 
Give Him Flowers 


To the Editor: 
sheet 


Enclosed tear 
from the June 14 issue of the 
North Penn Reporter with a “first” 
that I believe is really a “first.” 
Have you ever seen a florist adver- 


IS a 


tise to the general public suggesting 
the buying of flowers for father on 


Father’s Day? The marked adver- 
tisement of Florex Gardens gives 
the reason why they believe father 


would enjoy a bouquet just as much 
as mother does on Mother’s Day. 
George Lukens, secretary’ of 
Florex Gardens, said he believed 
there was an opportunity to sell his 


flowers for this occasion and asked 
me to draw up something My 
thought was that it would be 


necessary to do the unusual and not 
merely suggest buying Florex flow- 
but present why they 
would be an appreciated gift 

I had hopes that he would permit 
us to use larger space, but because 


ers reasons 


he did not expect too many sales 
from this occasion he asked that 
the copy be held down. However, 


1 think he is establishing a prece- 
dent and now there is no telling to 
what this may lead. 


Howarp C. Berky, 
Advertising Manager, The 
North Penn Reporter, Lansdale, 
Pa. 


’ v v 


Professor Asks Consumer 
Movement Reprints 


To the Editor: weeks ago 
you sent me a copy of a reprint en- 
titled, “What About The Consumer 
Movement?” originally published in 
ADVERTISING AcE for Jan. 8, 1940 

I have read this article with con- 
siderable interest and I think it 


Some 


merits the attention of all people 
interested in distributive and voca- 
tional education 

If vou have additional copies 
for distribution, we could use about 


50 copies for oul graduate students 


in vocational education 
I might add that as a worker in 
vocational education I am glad to 


constructive 
st in the problem 


taking a 


business 
and realistic 


See 


interes 


of consumer education, which = is 
very definitely related to distribu- 
tive education and to sound practice 
nm busines: 
H. H. Lonpon, 
Assistant Professor of Indus 
trial Education, University of 
Missouri, Columbia 
a 
Helps War Loan 
To the Editoi Enclosed d- 
ance proof of advertisement of the 
London Life Insurance Company 
Head Office tl city vhicl 
think, Strikes a ne note In patriot- 
miu idvertising 
This advertisement will appear 
n daily newspapers in Canada from 
’ 1 te coast ind vou vill 
! 10% not attempt to se inv- 


PATRIOTIC 


- Help Win the War 


This is a time when every man, woman and 
child wants to do his or her part. One thing 
we all can do is to provide the sinews of 
war by buying War Savings Certificates 


te the crm the 


lite meurance owned by 


Cancthans stands them in good stead [how show 
budgets already provide tor life insurance prote 
| thew dependent: 
cam teal tree to wre every dollar they 
In the spurt of the day. thes 
to help thew he 


wom te cover the huture «citare 
an wr 
for vetoes on @° 
all oa resem 


~—nery mt 


4+ «service to the pubic, Londom 
Life offhers from coast to coast carey 
« pls of Wer 


Sevegs Stemps 


| _ eg 

ondom lite 
| Insurance Company 
HAtad Office -London Canada 


}? 


Canadian life insurance company uses 
newspaper advertising to promote sale 
of war savings certificates. 


thing but the idea of supporting the 
government in this country’s war 
effort. 

Incidentally, the employes of this 
company have made a perfect score 
in supporting the war effort, with 
every one of the 540 head office 
employes becoming purchasers of 
war savings certificates 

ct. . YOUR, 

McConnell, Eastman & Com- 

pany, Ltd., London, Ont 


v v v 


Allays Reader's Suspicions 

To the Editor: the 
welcome home—it looked to 
your reference to the Confucius 
campaign in behalf of K4 cigarettes, 
which we had the pleasure of run- 
ning through our London office 

I must immediately allay Mr. 
Foye’s suspicions (ADVERTISING AGE, 


for 


PO rd 


Thanks 


see 


June 10) Full and complete ap- 
proval was obtained from Curtis for 
the use to which the photograph 
was put. 

As for your own comment re- 


garding Confucius and Wise man, 
there is a lot more behind that than 
meets the But lots of things 
happen to advertising when a war 
is on, and lots of things make per- 
fect sense which unde! 


eye 


normal con- 


ditions might open up avenues of 
discussion 

Perhaps it was Confucius who 
said: “See no evil, speak no evil, 
hear no evil,” but it is a wise man 
who knows how to practice this 
philosophy 

L. M. Mastus, 


Lord & Thomas, New York 


——— 


et ——— om _ 
Cleveland Old Timers 

To the Editor: I have followeg 
with considerable interest the con. 
tinuous service records being estab- 
lished by various publication repre. 
sentatives. If this isn’t a closeg 
fight and anybody can get in, [ 
would like to set up the fact that 
the writer on Jan. 6 of this year 
completed 32 years continuous se 
ice with the W. R. C. Smith Pub- 
lishing Company of Atlanta. 
of this time has been spent in the 
Central District with Cleveland 
headquarters. 

To my knowledge the only two 
other men in the Cleveland distr ct 
with equal or better service records 
are Albert Kingeman, who has been Sr 
associated with Penton Publishi 
Company for a long period of time, 
and Ralph Brandow, who, I believe, 
Cleveland 


exceeds this record as 

manager for American Exporter. 
Let’s hear from some more of the 
“kids!” 


W. S. CUSHION, 
Vice President, W. R. C. Smith 
Publishing Company, Cleve- 
land. 
y,vy 


Interested in Size of 
Advertising Department 


To the Editor: Like all adverti - re 
ing managers I am extremely in- ( 
terested in the series of articles 


you are running entitled, ‘“Person:| 


Data on Advertising Managers.” ( 
Under the heading of ‘““Make-up ( 
of Department,” it would be ap- b 


preciated if you could supply data - 
revealing the number of people in | 
a department with an expenditure o 
about $250,000 per year. 
This is a very interesting stud ( 
and I am sure it is going to b: : 
widely read. : 
Frep W. REA, 

Manager, Floorcovering Adver- 

tising Department, The Paraf- 

fine Companies, Inc., San Fran- 


of 


cisco. : 
[Editor’s Note: The next article 
in this series, to appear in ADVER- 


TISING AGE shortly, will break down 
data in precisely the manner men- 


tioned by Mr. Rea—that is, using 
the size of the advertising a} 
propriation as a base. It will it 


clude data on the number of peop! 
in the advertising department, 
broken down according to th 
amount of money appropriated f 
advertising, well additional 
data based such a breakdown 


as as 


on 


Annually CONGRATULATIONS’ 
mothers buy for 1,104,000 individ- 
uals. 


HELEN ADAMS 


conducting 


“LET'S HELP YOU KEEP HOUSE” 
Five Days a Week on ST. LOUIS KWK 
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JERSEY EGGS 


You Can Get... 
STATE-CERTIFIED FRESH 
NEW JERSEY EGGS 
from Any of These 
Franchised Distributors 
A & P. Stores 

American Stores 

Acme 

Borden Farm Products Co 
Grand Union Tes Co. 

Big Chief Markets 

Mutual Stores Co 
and Independent Stores 


7 
Place « standing order 
with any of them to be 
sure of « regular supply 
dunng Lenten Besser 
. 


Small newspaper copy running in the 
state to feature state-certified New 
Jersey eggs. 


P. B. Wheeler Resigns 

Phinias B. Wheeler has resigned 
as sales manager of the Franklin 
Paper Company, Holyoke, Mass., 
after a service in the paper industry 
of more than half a century. He 
broke into the paper business 52 
years ago with the old Agawam Pa- 
per Co., at Mittineague and stayed 
there until 1912, leaving to join 
Hawthorne Paper Co., of Kalama- 
zOO aS Manager. In 1913 he became 
associated with Franklin, where he 
has since been. 


Named LAA Chairman 

W. L. Jessup, manager of sales 
promotion and advertising of Pilot 
Life Insurance Company, has been 
named exhibits chairman of the 
annual meeting of the Life Adver- 


Stresses Need of 
Type Standards 
in South America 


New York, July 2.—A sugges- 
tion that the Export Advertising 
Association undertake a campaign 
among South American newspaper 
publishers to urge them to adopt 
uniform advertising type standards 
was made here recently at a meet- 
ing of the export group 

The effort was urged by Alfred 
H. Archer, of the overseas sales di- 
Vision of Mergenthaler Linotype 
Company. Mr. Archer, who re- 
cently returned from a six-month 


played pages from Latin American 
papers to show the need for stand- 
ardization. 

He pointed out that many Latin 
American papers have no require- 
ments limiting the size of head- 
lines or rules, and that copy com- 
peting for attention has little 
chance He commended the New 
York Times for its leadership in 
establishing typography rules for 
domestic advertisers, and urged the 
association to take the lead in en- 
couraging similar progress on the 
part of foreign publishers 


Greenfield Moves 


Wm. Favell Greenfield. advertis- 
ing designer and consulting art 
director, has moved to 1600 Walnut 


Seattle Store Observes 
Flag Day with Space 

Frederick & Nelson, Seattle de- 
partment store, took nearly a full 
page in the Seattle Sunday Times 
of June 16 to observe Flag Day 
with a red, white and blue institu- 
tional advertisement praising the 
advantages of living in the United 
States. 

The copy attracted so much atten- 
tion it received editorial comment 
in the paper on the following dav 


WHK Increases Power 

The Federal Communications 
Commission has _ granted WHK, 
Cleveland, the right to increase its 
night-time power from 1,000 to 
5,000 watts. It has operated with 


Bob Crosby Gets 
New Air Spot 
for R. J. Reynolds 


New York, July 2.—R. J Rey- 
nolds Tobacco Company, which will 
replace the Saturday night “Camel 
Caravan,” starring Bob Crosby, 
with a new program, “Uncle Ezra.” 

July 13, will sponsor the or- 
chestra leader in another musical 
offering, “Dixieland Music Shop,” 
beginning July 11 The new pro- 
gram will be aired Thursday from 
7:30 to 8 p. m. on a split network 
of 52 stations of the Red and Blue 
networks of the National Broad- 
casting Company On the New 
York outlet, Station WJZ. the pro- 
gram will be heard at 9 p.m. Wil- 
liam Esty & Co. has the account 


Crosby Renewed 


Kraft Cheese Company has re- 
newed the Bing Crosby “Kraft 
Music Hall,” effective July 25. The 
program is heard Thursday from 9 
to 10 p. m. over 76 stations of the 
NBC Red network. J. Walter 
Thompson Company is the agency. 


Mars to Continue 


Mars, Ine., has renewed “Doctor 
I. Q.,” effective Aug. 26. The quiz 
program is broadcast Monday from 
¥ to 9:30 p. m. over 59 stations of 
the NBC Red network for Mars 
candy bars. Grant Advertising is 
the agency 


Musical Show Renewed 


Westinghouse Electric & Mfg. 
Company has renewed “Musical 
Americana” effective July 23. The 
musical program is aired Tuesday 
trom 9 to 9:30 p. m. over a split 
Red and Blue network of 102 sta- 
tions. Fuller & Smith & Ross has 
the account. 


Drama for Cummer 


Cummer Products Company will 
replace its quiz program. “What 
Would You Have Done?” with a 
new dramatic series, “Metropolitan 
Airport,” July 24. The program, 
for Energine, will occupy the same 
time Wednesday from 8:30 to 9 
Pp. m. over 45 stations of the NBC 
Blue network Young & Rubicam 

the agency 


S. O. (Calif.) to Lee Net 


Standard Oil Company of Cali- 
nia will complete its 13th con- 
uous year of broadcasting the 
Standard Symphony Hour in Octo- 
by transferring it from the 
“oast NBC network to the Mutual 
‘on Lee Pacific Coast network. ob- 
ning guaranteed time for a long 
od for the symphony over 29 
ions. A companion music ap- 
ecilation program called Standard 
hool Broadcast will begin its 13th 
ir over 32 stations 


+ 


s 


Scientific Engineering 
Opens Chicago Plant 


scientific Engineering Company 
established a Chicago plant at 
W. Cr rmak Road for the design 
manutacture of exhibits. dis- 
dioramas, models and me- 
cal displays. The company 

i plant in New York. 
Mtticers of the Chicago plant are 
I S. Williams, general manager: 
> J. Fairweather. in charge of 
ind A. Davis, design director 


5,000 watts power during the day 
tisers Association in October. trip through Latin America. dis- 


street, Philadelphia only. 


b. MILLS 
os, ————a oly oom USAe Sales offices throughout the world 


———— 


ae 155 Montgomery Street 
it enn Francisco, Californie 


a 
* fb ‘ 
4 ") Mr. Roger A. JoLnstone 
AS Life Magazine 


Dear Rog: 


that the 
We took a lot of time to magic on — — = an a Cw 
tions under considera Be weg 
a Ate Oe mildly. In the final — Life was se 
lead the parade of Jantzen color advertisements. 


those accounts 
neaypanrd meng re red pla othe campaign. If a 
ecure this cooperation his national sagan, Del 
penning a re effective. I've actually seen the eng oe Ml 
a 4 ct = demaeente stores. In my estimation Life od 
ree om of "elas in® the influence of its prec ndedag rs prs = 
peta a a gic oe nay Ae vey the selection of Life to ; 
a pong burden of our 1940 advertising. 3 


As you know it is 
roth, tn Jantzen swim suits 


ignificance to us this 
lue of Life assumes & new 8 
The ey America's internationally famous Dax ta teats 
year. Gere of our styles made of new Sea-ripple febr a exons this 
rope ypantingy Bs 19,0. A complete promotion is to be ““~ the issue on 
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scrutinize publications and analyze them. It 


You well know how we rease our space commitments 
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Restaurants Get 
Special Attention 


in Heinz Drive 


Advertising and Mer- 
chandising Aids Help to 
Boost Their Sales 


Pittsburgh, July 2.—Recognizing 
that the nation’s eating places are 
a major outlet for its products, H. J. 
Heinz Company is devoting a large 
share of its 1940 advertising ap- 
propriation in national magazines 
to publicizing establishments that 
satisfy the “inner man,” from places 
famous for delicious food down to 
the lowly lunch wagon. 

Full - page advertisements cur- 
rently appearing in Life, Newsweek 
and Time, call attention to the good 
foods obtainable in the country’s 
hotels, restaurants and lunch rooms. 
Actual photographs are the para- 
mount feature of the advertisements 
and show a wide range in the type 
of people who appreciate good food. 
Copy is held to a minimum. 

For example, one insertion fea- 


eating places in such widely scat- 
tered spots as Boston, Dallas, Holly- 
wood, Burbank, Cal., and Merion, 
Pa. The only sales copy employed 
is contained in a small box at the 
bottom right of the advertisement. 
It says: 


Sales Copy Is Short 


“Whether you dine at places re- 
nowned for delicious food or in 


be sure of good eating when Heinz 
Tomato Ketchup is served. To 
simple foods, with chops and eggs, 
in soups and stews, this racy sauce 
of Heinz pedigreed tomatoes, rare 
spices and aged-in-wood vinegar 
adds dash and distinction. Some 


treat by taking them out to dinner. 
A good meal in a restaurant is a 
thrill that children remember for 
years. And dining out gives wives 
a pampered feeling they always en- 
joy! Why not plan your family 
dinner-date now?” 

The campaign is part of the 
“Heinz Plan” to stimulate public 
interest in public eating places and 
the foods they serve. The plan also 
includes merchandising ideas to at- 
tract business, notable among them 
|being the electric soup kitchen, 
| which not only displays a variety 
|of soups, but will heat them in two 


little roadside restaurants, you may | 


night soon, give your family a real | 


has proven so successful in building 
business that now it may be seen 
in thousands of restaurants from 
coast to coast. 

Other Heinz equipment more re- 
cently made available and growing 
in use includes an electric baked 
bean pot, an electric chili pot, and 
a Dutch ramekin. The company 
and its salesmen keep a flow of 
merchandising ideas, including reci- 
pes, moving to the trade, and its 
current national magazine advertis- 
ing is proving an important con- 
tribution to better business for the 
eating places of the nation. 


Trade Is Hit Hard 


To support and promote the Heinz 
merchandising plan, the company 
is conducting concurrently with its 
general consumer advertising an 
extensive campaign among the con- 
suming trade. The same advertise- 
ments are being run in a large list 
of trade papers, the only difference 
being in the small box where the 
copy departs from lauding good 
food and gets over a snappy sales 
message by telling the proprietor 
he can make more money by fea- 
turing Heinz products and using 
Heinz equipment. 

Also tied into the general scheme 
of the program is the Heinz Dome 
at the New York World’s Fair. Here 


AGE. 


100 E. 


SAN FRANCISCO 


“How's Business 


CHICAGO 


. LOS ANGELES 


‘“‘How’s Business—in 


80 


Important Markets?” 


For the answer to this important question, turn to 
page 26 and the exclusive, copyrighted weekly 
feature in ADVERTISING AGE 
Retail Activity in 80 Important Markets.” 


Here you will find the total retail advertising 
volume in all newspapers in 80 key cities for the 
immediately preceding week, compared with the 
same week in 1939, with gains or losses indicated, 
as well as gains or losses for the year to date as 


compared with the same period in 1939 and 1938. 


This week, and every week, for the answer to 


This week, on page 96. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


OHIO ST. 


the “Index of 


in 80 Important Markets?” turn 
to the Index of Retail Activity in ADVERTISING 


330 W. 42ND ST. 
NEW YORK 


* ATLANTA 


« Woltywoed, Cal) These 
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Heine T ate Ron? ma f 
1 


. exans whe pore pice 
we Heing 8? Beetsieuk Sauce 


foods extra 
Keahup and Mei Ch 


place serve ve —s CoM 
tr. to ketchup, that means “Hemz’ 


IT PAYS TO FEATURE 
HEINZ FAMOUS CONDIMENTS! 


hy Mesecige: meg restaurant men ) 
know that it pays 0 hee 
et an 


Sa part of this y 


wd program, the haman-inter 
est photog raphs ch 
re heing used 


A sample of the way Heinz is demonstrating to restaurants why Heinz condiments 
mean more business. 


a special display has been estab- 
lished for proprietors and managers 
of eating places, and visitors at the 
main exhibit are furnished escorts 
by Frank Armour Jr., who is in 
charge. 
Maxon Inc., 
agency. 


Detroit, is the Heinz 


Launch Walter Mack 


Job Awards Plan 


The Walter Mack Job Awards 
for American Youth, a plan con- 
ceived by the head of the Pepsi- 
Cola Company, New York, for as- 
sisting 1940 college graduates to 
find salaried jobs, is being launched 
with a luncheon in New York July 
8 at which Mrs. Franklin D. Roose- 
velt and Mayor Fiorello H. La- 
Guardia will be the principal 
speakers. 

Industrial 


fellowships, paying 


| $1,300 each for a year of service in 
|}some chosen work in the Pepsi-Cola 
| Company, will be awarded to those 


who pass the tests laid down by a 
committee of educators. The fel- 


of the year and a new group will 
be selected for them, the preceding 
winners meanwhile being assisted 
in locating permanent posts in in- 
dustry. 


Lehman Heads Classified 
Advertising Managers 


Walter Lehman, San Antonio Exw- 
press, has been named president of 
the Association of Newspaper Clas- 
sified Advertising Managers, suc- 
ceeding Wayne Moore, Charlotte 
Observer. 

Other officers are: Carl Ganz, 
Baltimore Sun, Iist vice-president; 
Ben Roh, Lancaster, Penn., 2nd 
vice-president; Lawrence Amund- 
son, Sioux Falls Argus-Leader, sec- 
retary, and Ralph Ahrens, Chicago 
Daily News, treasurer. 


Largest Spot for WWL 


A schedule calling for 800 spot 
announcements over a year’s pe- 
riod, the largest in WWL’s history, 
has just been contracted for by 
Plough, Inc., to advertise Mexican 
heat powder, Pentro salve, Pentro 
drops and St. Joseph aspirin. Lake, 
Spiro and Cohn of Memphis handles 
the account 


Skowhegan to Mills 


The Skowhegan Boat & Canoe 
Company, Norridgewock, Me., has 
appointed Ray Mills Advertising 
agency, Auburn, Me.. handle its 
account 


t 


May Production 
of Cigarets Sets 
Peak of Month 


New York, July 2.— Cigaret 
production in May rose 829,672,040 
units to 16,274,867,793, a gain o! 
5.37 per cent, setting a new record 
tor that month and ranking third 
to the record month of June, 1939, 
when production soared to 16,594,- 
511,013. Production for the first 
five months of the year now stand 
at 71,845,245,626, a record for that 
period. 


Higher-Priced Cigars Gain 


Although there was a slight drop 


in cigar production in May a gain 
in higher-priced cigars reversed th« 
trend of recent years. Low-priced 
class A cigars in May represented 
85.86 per cent of the productio 


. ; ;}compared with 89.35 ‘r ce ) 
lowships will be vacated at the end piggy seeming p per com & 


a year ago, while class C cigars 
represented 9.60 per cent of May 
production compared with 9.24 pe 
cent a year ago. 

Lower production also was ?rt- 
corded in manufactured tobacco and 
snuff. 


MILLIONS 
for SPACE... 


Not one cent 
for 
research 


f 1 | 
Bit 
h fae fi 


> 
a 


Until now! 


That has been the story of newspaper o°- 
vertising. Now, we give you the result of « 
research, combined with our 40 years 
experience, in engraving, photography. « 
work, typography. and lockup, as ?! 
affect newspaper advertising reproduct) 


Ask about this book 
The Rapid Electrotype Company 
Cincinnati, Ohio 


‘Ally of advertisers since 1897 
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| 4 -W-. difficulties, one, that their brilliance | Sales Training Film 
LONG WORDS — oo tie: tals Artkratt Offers decreases as temperatures go down for Shell Oil g 
weal Vite epee : ’ — and, two, that a black coating de- 
J Wena Guna - Neon Tube Made posited on the inside of the tube by . J. a gee oe 
to > . .. aoe ' - the mercury dims the tube with | has complete a two-reel_ sales 
a tee tgagg My -: ome is Without Mercury age : training film, “Touch All Bases,” 
ae se 4 > F: > y s © . : . . > Ss > yi ‘ ¢ , Six 
conducting a market research in- Lima, O., July 2.—A new fluor- In two years of testing Artkraft for the Shell Oil Company ix 


Not all homogenised milks 
are athe 


SUPPLEE 


hake the 


Momacrpeties i 


VITAMIN D MILK 


Supplee makes a virtue of a difficult 

word by featuring its pronunciation and 

meaning in newspaper copy. N. W. 
Ayer & Son is the agency. 


Coming 
Conventions 


July 7-10. Annual convention. 
Pacific Advertising Clubs Associa- 
tion, Vancouver, B. C. 

August 4-7. Annual meeting, Na- 
tional Association of Broadcasters, 
San Francisco. 

Aug. 12-15. Annual convention, 
National Sign Association, Hotel 
Pennsylvania, New York. 

Sept. 9-13. Sixth annual Atlantic 
Coast Premium Exposition, Hotel 
Astor, New York. 

Sept. 18-20. Annual convention, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Detroit. 

Sept. 24-25. Annual meeting, Na- 
tional Publishers Association, Sky- 
top Lodge, Skytop, Pa. 

Sept. 26-28. Annual convention, 
National Association of Photo-Lith- 
graphers, Chicago. 

Sept. 29-Oct. 2. Annual conven- 
tion and specialty fair, Advertising 
Specialty National Association, 

Oct. 2-4. Annual convention, Di- 
rect 
Chalfonte-Haddon 
City. 

Oct. 14-16. Annual meeting, Life 
Advertisers Association, Washing- 
ton, D. C. 

Oct. 28-30. Annual convention, 
Financial Advertisers Association, 
The Homestead, Hot Springs, Va. 
Stevens Hotel, Chicago. 


To Issue Price List 
for Liquor Industry 


A buyers’ guide to the New York 
iquor market, entitled “Official 
Price List—The Blue Book of the 
\leoholic Beverage Industry for 
ireater New York,” will be issued 
‘his month by the publisher of Bar 
& Grill Journal. Edited by Sydney 
\. Weinstock, it will contain new 
luly case costs and bottle resale 
. an inclusive brand index, the 


Hall, Atlantic 


ces 


ensees’ legal guide and merchan- 

sing charts. 

The 360-page volume will be dis- 

ibuted to every licensed retailer 
sreater New York, with 12 

nthly supplements _ thereafter, 


ithout charge. 


Cruse Succeeds Lougee 


William T. Cruse has been made 
litor-in-chief of Modern Plastics, 
icceeding E. F. Lougee, who is re- 
ing because of ill health. Mr. 
fuse formerly was sales director 
‘the Lumarith division of the Cel- 
oid Corporation, and is a director 


‘ the Society of the Plastics In- 
istry 

teilman on Tour 
Harry Heilman, former Detroit 
ll player now broadcasting for 


Yas Brewing Company, Detroit, 
been provided with a spectac- 
ir Dodge truck for remote con- 
roadcasts. MacManus, John 
‘ Adams, the company’s 
tned the innovation 


agency. 


Mail Advertising Association, | 


| vestigation preparatory to launch- 
}ing a national consumer campaign 
throughout the British Isles. 


“Parents’ ’’ Has New Rate 


Parents’ 
new rate 


Magazine has issued a 
card, effective with the 
January, 1941, issue, with a new 
circulation guarantee of 550,000. 
| According to the magazine, the 
new rate effects the most substan- 
tial reduction in years in the basic 
|}rate per thousand circulation and 
lis the lowest in its history. 


escent green neon tube which will 
not fade, darken or lose brilliancy 
under any temperature conditions 
or length of time, called K-2 non- 
fading green, has been developed 
by the Artkraft Sign Company. It 
is a powdered or coated glass tube 
filled with a secret mixture of rare 
gZases. 

Artkraft engineers claim that it 
is the only tube of its kind without 
mercury, pointing out that mer- 
cury-filled tubes have two major 


; | short subjects are being made for a 
engineers claim that there has been | yiqwestern food company and the 
no fading of the new tube either | script for a second color picture for 
from aging or low temperatures.|the Washington State Apple Com- 
Two other similar tubes developed | mission is now in preparation. 

by the company are called the Sun- —— 


set Gold, giving off a golden glow, 4 A‘s Issues Volume 
and Magentalite, which is pink. _ _ 
; . F The American Association of Ad- 
—— vertising Agencies has issued Vol- 
j}ume [X-a of Market and Newspaper 
Select Denham | Statistics, dealing with the 58 cities 
Denham & Co., Detroit, has been|over 100,000 circulation in the 
retained as public relations coun-| United States and Canada in which 
sel by the American Society of Tool | newspapers were audited to Sept 
Designers. 30 and Dec. 31, 1939. 


HEIRS is the total comradeship that exists be- 
tween a father and his son. 


It will go on for another year or two. 


Then, one day in school, the boy will be given a 
radical book to study. It will attack advertising, and 
to make its attack more effective it will build a con- 
viction that advertising is dishonest and that adver- 


tised products are likely to be untrustworthy. 


The boy will see his father, an advertiser, through 
new eyes. Boys hate cheats. The parting of their ways 


will have come— 


Or will it? Will we, before then, have the sense to 
pitch subversive literature out of our schools and give 


the people a real understanding of the history, mor- 


ality, economic value and social importance of ad- 


vertising? 


NATION’S BUSINESS for 


July contains a special 24- 


page article, “The Case for Advertising,” which takes 
a long step in that direction. In it, among other things 


you will find: 


—what Benjamin Franklin invented for advertising. 


—how George Washington bought his best suit, and a 
riding habit for his wife. 


—how a Chattanooga used-car dealer grew famous. 


Portrait of 
two friends 


—how Alexander Pope made a fortune out of Homer's 
lliad. 

—why clubwomen, in stores, act just like wagewomen 
or homewomen. 

—why five commissioners had to read 1,384,353 pages 
of radio commercials. 

—how Farm Journal, 60 years ago, refused to let rogues 
ply their trade at the expense of its readers. 

—-whether the various testing bureaus work for the 
real advantage of the consumers. 

—why communists work for the destruction of adver- 
tising. 

—how the public censors advertising matter. 

—where the Better Business Bureau came from. 

—why puns are so popular in advertising today. 


—what America would be like, as a community, under 
the advertising restrictions that apply in many other 
countries. 


Be sure to read this frank, lively, informative article. 
If you are not a NATION’S BUSINESS subscriber, write 
us for a reprint of “The Case for Advertising,” en- 


closing 10 cents to cover costs. 


rant to send 
reprints to business acquaintances and friends, with 


Unless we miss our guess, you will 


your card attached. We can furnish them to you at 
10 cents each, $6.00 per hundred, $50.00 per thousand. 
Address NATION’s BUSINEssS, U. 8S. Chamber of Com- 
merce Building, Washington, D. C. 


This message is published by 


NATION’S BUSINESS 


It is the 44th of a series contributed to a better understand- 
ing of American free enterprise. 
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Men Sign 83% 
of Car Orders, 
Buick Discovers 


Detroit, July 3.—While feminine 


influence is recognized as a domi- 
nant factor in the selection of a 
family automobile, men sign 82.8 


per cent of the orders, according to 
an analysis recently completed by 
Buick sales department statisticians. 
The study covered new car sales by 
this manufacturer since announce- 
ment of 1940 models last fall and 
classified the new owners as to ac- 
cupation . 

Fourteen per cent of the orders 
for new cars were signed by women. 
Orders signed in the names of firms 
and business concerns accounted for 
3.2 per cent of the total. 
tion by occupational groups showed 
a wide spread of ownership into 
virtually every trade and profession. 
More laborers bought new Buick 
cars this year than financial men, 
2.4 per cent against 2.2 per cent. In 
the financial group were listed 
bankers, bond and _ stock brokers, 
financiers, organizers, investors and 
the like. 

Manufacturers accounted for 3.5 
per cent of all Buick sales while 
buyers holding clerical positions ac- 
counted for 3.6 per cent. Leading 
the list of occupational groups were 
merchants and tradesmen with 16.3 
per cent, salesmen with 11.4 per 


cent and business executives with 
11.2 per cent. 
Professions other than medical, 


including lawyers, architects, musi- 
cians, clergymen, athletes 
and the like accounted for 8.1 per 
cent of all Buick sales, while mem- 
bers of the medical profession took 
6.1 per cent of the cars. High in the 
ranking were housewives and 
housekeepers, rating 7.5 per cent of 
the total. 

Farmers bought 4.5 per cent of 
Buick’s output while retired men 
and women of all trades and pro- 
fessions accounted for 4.1 per cent. 
Public servants, which includes 
army, navy and other federal of- 
ficers, social workers, congressmen, 
firemen, policemen, judges, mailmen 
and so on were listed at 3.2 per cent. 


actors, 


Newton Drury to Be 


National Park Director 


Newton Bishop Drury, long con- 
nected with the Drury Company, 
advertising agency of San Fran- 
cisco, has been selected for the post 
of Director of National Parks, with 
headquarters in Washington, D. C. 
He has been a leader in the Save- 
the-Redwoods movement and in the 
development of the California State 
Park system. 


Miss Howell to Mathes 


Ruth Howell, formerly woman's 
page editor of the Philadelphia Eve- 
ning Public Ledger, has joined the 
publicity department of J. M. 
Mathes, Inc., New York. Prior to 
her association with the Public 
Ledger, Miss Howell was with For- 
tune, and with the Washington 
Daily News as assistant city editor. 


Copy That Sticks! 


New York, July 6.—''Copy 
Stickers” are going to town 
in a big way! Pulling ‘em in! 
Knocking ‘em dead! They 
pack a wallop and plenty of 
umph at a cost that’s practi- 
cally nil. Little guys and big 
name advertisers use ‘em 
without reserve. 


If you've read to here, 
you'll want to know more. 


Sign your name... attach 
to letterhead. You'll learn! 


SEND 48 PAGES, 528 IDEAS 
touse “Copy that Sticks!” 


Name 


Ever Ready LABEL Corporation 
145 East 25th St. New York, N.Y. 


Visit our Exhibit at the World's Fair 
in New York. Business Systems 
Building — “Offices-at-Work.” 


Classifica- | 


Getting Personal 


After having a tune run through his head for six years, Jim 
Mangan, advertising manager of Mills Novelty Company, Chicago, has 
finally had it confined to paper. The versatile Mr. Mangan also 
provided the lyrics for his new song, entitled, “We're All Americans, 
All True Blue.” 

R. C. Hull, a.m., Loose-Wiles Biscuit Co., proved himself a versa- 
tile athlete at the annual Sales Executives Club outing. Not only 
did he win the horseshoe pitching tournament, but he also dis- 
tinguished himself by hitting a home run in the softball game... . 


Barry Bingham, publisher of the Louisville Courier-Journal and 
owner of Station WHAS there, is one of the 14 leading Americans 
contributing chapters to the new book, 
“Defense for America.” That notable 
Kansan, William Allen White, edited the 
book. . . 

That bird with the long bill swooped 
down on the Rochester, N. Y., household 
of Lewis Dutton, asst. s.m., Harold A. 
Clapp, Inc., and deposited a double-sized 
package in the form of twin sons. They'll 
be known henceforth as Lewis Jr., and 
Drew. Their papa is an alumnus of 
Young & Rubicam. . . 

Griffith B. Thompson, s.m., Station 
KYW, Philadelphia, played host to 250 
dealers of George A. Hormel Co. from 
the Quaker City area in connection with 
the launching of the new Burns & Allen 
air show for Hormel. Griff gave a talk 
on radio and conducted a tour through 
the studios. . . 


BIG ONE 


R. Davison, a.m., New Jersey Zinc 
Co., proved at the Technical Publicity 
Association outing that a massive physique 
is sometimes useful on the golf course. 
He earned low net in the TPA tourney, 
for which feat he was rewarded with a 


A 21'/2-pound lake trout found 
itself on the line of Willard 


Hagn (Joseph Hagn Com- portable radio. Low gross was won by 
pany, Chicago, premium dis-7s Wheeler Spackman, b.m., Mining & 
tributor) at Head Lake, Ont., Metallurgy. Tommy Treadwell, a.m., 


a couple of weeks ago. Architectural Record, proved his right to 


be TPA tennis chairman by winning the 
singles tournament. G. W. Griffin, General Electric Co., and Herb 
Kaufman, a.m., General Printing Ink Co., were the winning pair at 
doubles. . . 

So ardent a Willkie-for-President booster is Edgar M. Queeny, 
Monsanto Chemical Co. prexy, that he has voluntarily sacrificed 
one-half his pay check from now until November. In order that he 
may advocate the candidacy of the G. O. P. candidate, he will serve 
his company only halftime. . . 

A. W. Lewin, head of his own agency in Newark, addressed the 
Civiceers, local civic group, on the place of the advertising agency. . . 
Leonard Dreyfuss, president, United Advertising Corp., was host to 
200 New Jersey officials and guests at Essex County Day at the 
World’s Fair. . . 

Arthur Hirose, research director, McCall's, has spent his vacation 
in Europe for the past six years. A repeat visit being out of the 
question, he’s escorting his family to Guatemala this summer. . . 

Arthur Singheimer, radio director, Peck Advertising Agency, is 
the new president of Broadcasters’ Bull Session, a N. Y. group which 
meets weekly for off-the-record discussions of the radio business. . . 

Elliott H. Feinberg, head of his own direct mail organization, is 
also the head of Early Morn Golfa Products. As an early morning 
golfer himself, he was troubled by wet fairways and rough so he 
invented a new type of rubbers which fit over golf shoes and protect 
the feet from the dew. Golfers, ever eager for new gadgets, are 
snapping them up enthusiastically. . . 

Add June casualties: Mary Alice Buist, known to listeners of 
WWL, New Orleans, as Ann Baker, conductor of “The Assistant House- 
wife,” sponsored by Cloverland Dairy, and Jack Simpson, account 
executive for Stone-Stevens-Howcott-Halsey, drove to Gulfport, Miss., 
to find a knot-tyer. . . Forbes McKay, associate advertising manager 
of the Progressive Farmer-Ruralist Company, Birmingham, was at 
the AFA convention—on his honeymoon. .. Harvey Struthers, WCCO 
sales dept., Minneapolis, and Helen Gould, fashion designer, did it 
June 22... 

That proud father look still hovers over the countenance of 
Bob Dunville, sales manager of WLW, Cincinnati, although it was 
as long ago as June 2 that Mrs. Dunville provided him with a name- 
sake weighing 6 pounds, 3 ounces. . 

Buck Weaver, Colonial Network, paid for a pair of nylons Mae 
McCain tore riding a hobby horse at the AFA Broadcasters’ Cabaret 
party. George D. Anderson, head of the newspaper advertising 
service of the Chicago Tribune, and May Plaunt of the Chicago office 
of Christian Science Monitor, walked off with the AFA attendance 
prizes, a brace of Caribbean cruise tickets to Mr. Anderson and an 
original painting from The Saturday Evening Post to Miss Plaunt 

Forbes Magazine announces that its “Humanizer of Business” 
award for 1939, given each year to the employer who has played 
the most outstanding role in humanizing business and in creating 
better employe relations and understanding, will go to George M. 
Verity, 75, upbuilder and chairman of the Rolling Mill 
Company. . . 

William (Bill) Polje, advertising and sales promotion manager of 
the Terre Haute Brewing Company, has a “Red Cross Visitors’ Box” 
on his desk identified in that fashion but with the appended note, 
“No donation—no business.” Business callers must dig down 
contribute to the box before any business is transacted. 

Minneapolis’ advertising fraternity is well represented in the 
promotion efforts for the city’s first annual Aquatennial celebration 
in July Sam Gale, General Mills ad manager, is chairman of the 
advertising and publicity committee; Ray Champion of Investors 
Syndicate is national publicity chairman, and Ray Jenkins of KSTP 
is radio chairman. Henry Baker, head of General Outdoor Adver- 
tising, is chairman of the committee for the rodeo, which will feature 


American 


and 


Gene Autry Autry will do his Wrigley broadcast from Minne- 
apolis. . . 
A. J. Wey. Cleveland, general manager of the Catholic Press 


Union, Inc., and vice-president of the Catholic Press Association of 
the United States, has been made a Knight Commander of the Order 
of St. Gregory the Great by Pope Pius XII. The investiture 
Sunday, June 30... 


was 


OPENING THE MONTAUK YACHTING SEASON 


—— 


July 8, 1949 


Yacht Club, raises the club burgee, formally opening the yachting season on 
eastern Long Island. 


| Louis R. Wasey, president of Erwin, Wasey, and rear commodore of the Montauk 


Five Quiz Kids 
Amaze Audience 
in Air Debut 


Chicago, July 1.— Recalling the 
observation that the amount of in- 
terest injected into a radio program 
does not always bear any relation 
to the cost, “Quiz-Kids,”’ new sum- 
mer show of Miles Laboratories, 
Inc., Elkhart, Ind., made its debut 
over the Red network of National 
Broadcasting Company Friday 
night. The scintillating star was 
diminutive seven-year-old Girard 
Darrow, who easily held his own 
with his 13- and 14-year old rivals. 
He will return next Friday night 
with the other two survivors, plus 
| two newcomers. 

“Quiz-Kids” is an unrehearsed 
program giving five bright young- 
sters an opportunity to test their 
knowledge and ability to think fast. 
Its initial reception suggests that it 
may come to rival “Information 
Please,” the Canada Dry show 
| which reports say will have a new 
| sponsor next season. The girls and 
boys of the Alka-Seltzer program 
,astonished a large studio audience 
and presumably listening throngs in 
their homes with the range of their 


knowledge. Master Darrow an- 
swered one question with a dis- 
sertation on the personality and 
habits of the candle fish, ending 


with the awed statement that “He 
smells simply terrible.” 

The winners get $100 savings 
bonds for their trouble, while each 
of the two losers is rewarded with 
a $50 bond. The three winners 
also have an opportunity to finance 
their future educations by repeat- 
ing as long as their ability permits 
them to do so. The questions come 
from the public, a Zenith radio be- 
ing awarded for each used. Listen- 
ers are also invited to submit the 
names of bright pupils who can 
hold their own against severe com- 
petition. Wade Advertising Agency 
handles the account. 


Kitchen Bureau Plans 
Intensive Fall Drive 


An intensive drive for electric 
ranges and water heaters will be 
launched in the fall by Modern 


Kitchen Bureau, New York. With 
its objective the sale of 100,000 
ranges during September, October 
and November, the theme of the 
campaign for ranges will be “Alice 
in Electric Wonderland.” The cam- 
paign will be built around a 
demonstration to be staged by the 
dealer. Window displays will be 
used. 

Donald Duck will be the central 
figure of the water heater campaign, 
with promotional material built 
around his new motto, “Take it 
Easy with the Luxury of Low Cost 
Electric Water Heating.” The Dis- 
ney character was used in_ the 
spring drive for heaters. Adver- 
tising for the ranges in Better 
Homes & Gardens and McCall’s and 
for the heaters in the former maga- 
zine will continue. 


2 Out of 3 Auto 
Sales in 1939 
Were Used Cars 


Chicago, July 3.—Ninety-t, 
per cent of the new and 60 per ce: 
of the used cars sold during 1929 
involved the trade-in of other used 


cars, and 6 per cent of all the aut« - 


mobiles traded in were junked. T} 
ratio of used car sales to new du 
ing the year was 204 per cent: 
other words, slightly more than two 
of every three automobiles so 
were used cars. 

These and other highlights of t 
automobile industry are containe 
in the “Composite Experience 
Sales Finance Companies and Auto- 
mobile Dealers,’ compiled and re- 
leased by the National Association 
of Sales Finance Companies. 

The report reveals that t! 
finance companies participating in 
the survey financed 3,335,000 ca 
that the value of their retail paps 
totaled $1,363,000, and of the 
wholesale paper,  $1,508,000,000 
that the average new car note 
amounted to $643, and the average 
used car note, $280; and that 55 pe 
cent of the new automobiles and 64 
per cent of the used cars sold were 
bought on installments. 

WFBM Releases Reiter 

Station WFBM, Indianapolis, has 
released Virgil Reiter & Co. fron 
its representative contract, so that 
Mr. Reiter can return to Chicago 
from New York to represent WCAU, 
Philadelphia; WMCA, New York. 
and WIBX, Utica, in the Middle 
West. Station WFBM has appointed 
the Katz agency as its national rep- 
resentative. 


Tie-Up with Westmore 
Advertising by Goldman Com- 
pany, Baltimore, for its Fresh) 
sports clothes in the fall will em- 
ploy a tie-up with Pere Westmore. 
make-up artist for Warner Bros 
Pictures, Inc. Full-page nationa! 
advertising and trade promotion 
will be handled by Norman D 
Waters & Associates, New Yor! 


Open Detroit Drive 
The Advertise Detroit campeisn 

has opened with copy in 82 ne 
papers, many in the East, now 
off from its European playgro 
More than 100,000 copies of 
“Detroit” book have been p! 

in three languages. 


To Tracy-Locke 


C. H. Musselman Compan) 
lerville, Pa., food packer, ha 
pointed Tracy-Locke-Dawson, 
York, to direct its account 


81,725 copies of the June !5'" 
quarterly edition of CONGRA’ 
LATIONS were distributed to | 
pitals approved by the Americ?" 
College of Surgeons. 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS + 
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Advertising Age, The National Newspaper of Advertising 


Immediate Reader Interest 
i: is the trade-mark of Adver- 
7 tising Age, based on its 
' exciting content of exclusive 


nation-wide news service. 


nS 


E ABC-ABP Offices in New York, Chicago, Atlanta, San Francisco and Los Angeles | 3 
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Soap Box Derby 
Leading Event 
in Sports World 


Big Idea Dumped 
Chevrolet's Lap 
Depression Year 


in 


Detroit, July 3.—Though most 
advertisers find it difficult to recall 
anything satisfactory about the 
year 1933 A. D., Chevrolet Motor 
Company is an exception. It looks 
back on that period of depression 
fondly, because 1933 saw the birth 
of the Soap Box Derby, in 
seventh renewal of which at Derby 


Downs, Akron, O., Chevrolet is now 
busily engaged. 
The Soap Box Derby, now accu- 


rately prefaced with “All-Ameri- 
can,” is a coasting race for home- 
made wagons, built and driven by 
boys between 11 and 15 years of 


age, inclusive. Though it has de- 
veloped into one of Chevrolet's most 
valuable promotion features, the 
company confesses humbly = and 
without hesitation that it did not 
originate the event. A _ photogra- 
pher on the staff of the Dayton 
News holds that distinction. Im- 
pressed by the enthusiasm of a 
group of youngsters with their 
home-made racers, M. E. Scott, the 
picture snapper, organized and 
promoted the first coasting race for 


boys. 
Idea Is Inherited 


Encouraged by the success of this 
venture, Scott conceived the idea of 
a National Derby Finals. 
program, he realized, needed a 
national sponsor and the coopera- 
tion of newspapers. In 1934, there- 
fore, the idea was presented to 
Chevrolet, whose executives offered 
to assist in securing local sponsors 
and to finance a national finals. 
From this somewhat nebulous be- 
ginning, the All-American Soap Box 
Derby has developed into the 
largest cooperative promotion in 
the country. Chevrolet profits hand- 
somely, but it is merely one of 
many organizations which reap the 
reward. It proffered its assistance 
in a philanthropic moment and 


in 


the | 


Such a} 


jattracts a 


| 


| 


| 


believes that the Derby has attained | 


its present gigantic stature because 


CongrstsSeshions 


Mothers requested 32,628 book- 
lets and samples from the CON- 
GRATULATIONS Service Depart- 


ment during the month of June. 


service ts 


CH smplere— or 
. ste —Ad-Se 
J complete Ad-Setting, 


Engraving and Printing. You 


can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
Phone Wabash 7820. 


— 


Faithorn Corporation 
$04 Sherman Street, Chicago, Illinois 


quantity. 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


“igi 
Bed 


| athletes. 


}ever 


| foreign countries 


|ramp is being built for 


attempted to 
Results 


it has never 

commercialize _ it. 

come automatically. 
In 1934, 34 newspapers in 


over- 
have 


as 


many cities became local sponsors 
for the event and the first Derby 
finals were held in Dayton in 
August. Seventeen of the news- 


continued to cooperate 
passage of the years. 
The total number of dailies which 
will send their home town cham- 
pions to Akron next month to com- 
pete for the national crown 
reach 130 this year. The race itself 
throng of 100,000, and 
provides all of the color of a na- 
tional competition between trained 
The networks, news-reels, 
other organiza- 


papers have 
despite the 


press services and 


will | 


tions which are to be found wher- | 


excitement reigns cover the 
Derby finals from start to finish. 
But for the war, the 
can Soap Box Derby would 
been an international event this 
year, General Motors having 
planned to enlist sponsors in many 
Canada and the 
Canal Zone will give the battle an 


have 


international flavor in spite of the 
war 
Tie-up at Fair 
This year’s program ties up to 
some extent with the New York 


World’s Fair. The New York race, 
co-sponsored by Chevrolet and the 
New York Post, will be the high 
light of Children’s Day, July 24. 
Of the 50,000 youngsters in all parts 
of the country who participate, 600 
will perform at the fair. A special 
the speed 
test in the Court of Peace 


The cost of the promotion is hard | 


Chevrolet 
Akron 


to estimate. 
$60,000 for the 


spends 
finals, and 


All-Ameri- | 


VIEW OF START OF 1939 SOAP BOX DERBY 


its annual outlay is believed to be 
in the neighborhood of $100,000. 
This sum covers such items as 
maintenance of national finals 
headquarters, insurance, press fa- 
cilities, hotel and entertainment of 
the champions during their Akron 
stay, the banquet where the final 
awards are made, and all prizes, 
trophies and medals, including the 
grand award, a four-year university 
scholarship. Promotional material 
for newspapers and Chevrolet deal- 
ers adds to the bill, as does reten- 
tion of a full-time national director 
to keep things moving. 

Cost to the co-sponsoring 
papers varies according to 
viewpoints. Some _ promote 
Derby editorially, others use it as 
a circulation feature. The sports 
department sometimes sponsors the 


news- 
their 
the 


fevent. Other dailies conduct the 
Derby as a community good will 
development program, with many 


departments sharing the responsi- 
bilities. 
Each sponsoring paper is pro- 


vided with a newspaper guide book, 
press clipsheets, mats and photos, 
newspaper posters, officials’ 
sheets, heat winner tags, car num- 


score 


ber stickers, a silver trophy for the | 


local winner, six medals for final- | 
ists in each class, racing helmets 
and “best upholstered car” prize. 


All of this is gratis. 
Has Universal Appeal 


the Derby, 
Gormley, national director, 
may be ascribed to its high human 
interest values, comprising such 
elements as appeal to the competi- 
tive spirit, American love of sports, 
thrill of speed, civic pride and edu- 
cational value. The test has the 
endorsement of parents, clubs, edu- 


Success of 
to J. P. 


HAIL THE CHAMP! 


C. P. Fisken, advertising manager of Chevrolet, presents one of the trophies at 
the banquet of champions. At left is M. E. Scott, originator of the Soap Box Derby. 


| 
| 


according | 


cators and all others interested in 
giving a lift to youth. 

Entry material is available only 
through Chevrolet dealers. It con- 
of rule books, application 
blanks and drivers’ licenses. Deal- 
are provided with attractive 
window displays to identify their | 
establishments as application head- 
quarters and to spur interest. About 
1,000 of the 1,800 Chevrolet dealers 


sists 


ers 


will have a finger in this pie in 
1940. 

“The Soap Box Derby,’ com- 
mented Mr. Gormley, “is big and 


broad enough to yield an adequate | 
return to everyone participating. 
The competition covers a period of 
months and during this period the 
boys and their parents are exposed 
to a constant barrage of newspaper 
publicity. For many reasons, in- 
cluding the fact that no advertising 
is needed, Chevrolet has refrained 
from using any paid space for the 
Derby.” 

Dealers’ reports to Chevrolet tell 
an unvarying success story. 
are some extracts: ‘The publicity | 
and good will that we obtain could 


U. S. Charges Hit 
Eight Building 
Material Firms 


Washington, July 3.— The De. 
partment of Justice has filed gq 
double-barrelled complaint against 
eight firms concerned with the pro- 
duction and distribution of minera} 
wool used for insulating purposes 
The complaint charges an attempt 
to acquire a monopoly and misuse 
of patents to control this industry 

The firms concerned are: Johns. 
Manville Corporation; Eagle-Picher 
Lead Company; General Insulating 
and Mfg. Company; U. S. Gypsun 
Company; The Barrett Company 
and Slayter and Company. Severa] 
subsidiary firms are also involved 

Charge Licensing Agreement: 

It is alleged that a series of ]j- 
censing agreements has been ar- 
ranged whereby contractors were 
compelled to purchase all their n.in- 
eral wool from the respondents 
Competition from unlicensed com- 
petitors was seriously hampered, it 
is charged, by institution of pa‘ent 
infringement suits and threats of 
suits. Justice officials claim that the 
value of mineral wool products has 
practically tripled in the last six 
years and that if this suit is suc- 
cessful a substantial reduction ji; 
the price of such products should 
result. 


See State Too, 
Bureau Urges 


Fair Visitors 


New York, iing 
its tourist appeal to include Penn- 
sylvania cities, the New York Stat. 
Bureau of Publicity today launched 
a $100,000 campaign designed + 
_ impress visitors to the world’s fai 
| with New York’s travel and recrea- 
tion facilities. 

Every daily newspaper in_ the 
state, numbering over 100, is or 
the schedule, in addition to news- 
papers in Pittsburgh, Philadelphi 


Baltimore, Washington, Indianap- 
olis, Cincinnati, Cleveland, Toled 
Columbus, Des Moines, Chicag 


Milwaukee and Detroit. Copy wil 


Here | also appear in Collier’s, Life, News- 


week, The Saturday Evening Post 
jand Time, Outdoor signs will als 
| be used. 

The state bureau is headed by) 
Allan Reagan, with Kelly, Nason 
the agency in charge. 
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Collection of Soap Box Derby publicity 
material. 


not be purchased at any price.” 
“The Derby helps us secure 25 per 
cent of our business.” “We have 


mill. 


been able to trace no less than 10) 


per cent of sales to} 
the 
The facilities for 


improved yearly. 


our new car 


the 
“Derby Downs, 


Soap Box Derby.” 


finals have | 
se / 


a permanent course, was completed | 


in Akron in 1936. The latest addi- 
tion is a municipal stadium seating 
32,600 persons, which will be dedi- 
cated on the eve of the 1940 race. 
A new entrance to the track, ex- 
panded press accommodations, and 
new equipment for timing and 
neatiremessd are features 


ASNA to Meet Sept. 29 


The Advertising Specialty Na- 
tional Association will hold its an- 


nual convention and specialty fair | 


at the Stevens Hotel, Chicago, Sept. 
29-Oct. 2 


Garland Name to Olympic 


Olympic Knitwear, Inc., maker of 


Tish-U-Knit sweaters, has _ been 
granted exclusive right to Judy 
Garland’s name for its sweaters 
Hicks Advertising Agency, New 


York, handling the campaign. 


New Bigelow Rug Out 


Bigelow - Sanford Carpet Com- 
pany, New York, has introduced 4 


' new rug, half wool and half rayon 


called the 
$25.25 for 


“Suffield,” to 
the 9x12 size, 


sell at 


f. o. b 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 
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Advertising Works 
Backward to Help 
Willkie Win Post 


(Continued from Page 1) 
agreed to give back the money as 
their contribution to his cause. 

The Public Ledger, he said, agreed 
to refuse six pages of advertising 
offered by Willkie adherents during 
convention week. In one case, a 
check for $2,800 had already been 
banked in payment for a scheduled 
Willkie spread. The money was re- 
turned and the copy rejected. 

Chester J. LaRoche, president of 
Young & Rubicam, and Ted Patrick, 
copyman at Y & R, had a 
slightly different experience. With- 
out the knowledge of the organized 
Willkie group, they prepared a se- 
ries of advertisements to appear in 
the Ledger. The first Mr. Smith 
and his associates knew of the plan 
was when they saw the first edition 
of that paper on Thursday. 

The LaRoche-Patrick copy ran 
only in that edition, whereupon it 
was withdrawn by the paper at Mr. 
Smith’s urging. The copy, addressed 
“to the delegate who calls his soul 
his own,” told of the trend to Will- 
kie as shown in public opinion polls 
and urged his support. A footnote 
read: “This was written and paid 
for by just two ordinary citizens 
speaking what’s in our own minds 
and the minds of hundreds of our 
friends. Willkie and his close sup- 
porters likely never heard of us, 
and politics is none of our business. 
But America is!” 


act 


Advertising Was Opposed 


Not only did the group refrain 
from seeking pro-Willkie advertis- 
but it also opposed it where 
possible, in the belief that such 
methods would cause the opposi- 
tion to charge that Willkie was try- 
ing to buy the nomination with 
Wall Street money. 

This same policy was reflected in 
other moves, he pointed out. 


Ing 


n their devotion to the new leader 
that they came to Philadelphia dur- 
ing the convention and tried to ex- 
ert pressure on delegates. Fearing 
that his opponents would charge 
Willkie with using high pressure 
tactics, the coordinating group did 


all they could to discourage this 
type of promotion. 
Mr. Smith said that the Willkie 


campaign cost only $30,000, and that 
this sum included the traveling ex- 
penses of the nominee and his en- 


tourage. Less than $1,500 was 
spent for publicity, even though 
that word be construed in_ its 


broadest sense. 
Spontaneous Outbreak 


Neither was the deluge of post- 
cards, letters and telegrams which 
delegates received in behalf of 
Willkie’s candidacy inspired by 
anybody close to the nominee. The 
inner group of advisors discouraged 
such tactics as far as possible. 

The fact that hundreds of thou- 
sands of communications were ad- 
dressed to delegates is attributed by 


Mr. Smith to the unprecedented 
enthusiasm the candidate himself 
aroused in many people. Countless 


individuals, including a number of 
ertising men, wrote chain letters 
urging supporters to contact their 
gates. 

\ssociated with Mr. Smith in the 


Voluntary attempt to coordinate 
pro-Willkie efforts were Russell 
Davenport, who resigned as man- 
aging editor of Fortune to assume 
his new role, and Charleton Mac- 
Veagh, former Wall Street employe 
Who has been active in G. O. P. 
Circles for several years and who 
has been close to John D. M. Ham- 
ilton, national chairman. 


ESS H, STRI 


j 


BLING 
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Many | 
Willkie supporters were so ardent | 


Their efforts began with organ- 
izing a voluntary mailing com- 
mittee to send out reprints of 
Willkie speeches. Soon the interest 


aroused in the man led to the for-| 


mation of similar groups who pur- 
chased literature at cost to dis- 
tribute locally. By the time the 
convention opened, these mailing 
committees had blossomed into 
Willkie-for-President clubs, with- 
out any effort on the part of the 
steering group to effect the trans- 
formation. About 700 such groups 
had been formed by convention 
| time. 


Directed by Amateurs 


| Mr. Smith declared that the Will- 
| kie movement was directed by ama- 
teurs right up until the convention. 
| Representative Bruce Barton, Mr. 
Smith’s former boss when he was 
in charge of publicity for Batten, 
Barton, Durstine & Osborn, was a 


In addition to seconding Willkie’s 
nomination, he performed valuable 
service in contacting delegates and 
party leaders. John Cowles, Des 
Moines and Minneapolis publisher, 


aided the cause by introducing 
Governor Harold Stassen of Minne- 
| sota to Willkie. The youthful 


governor, who was convention key- 
noter, served as Willkie floor man- 
ager. 


Phillip Morris 
Sees Opportunity 
in Tax Increase 


(Continued from Page 1) 


dent with the addition of the half- 
cent federal levy Monday, the city’s 
much-fought one-cent per package 
tax on cigarets was dropped, the net 
effect being that the total tax bur- 
den is reduced one-half cent. 

Manufacturers had reduced the 
consumer price of cigarets some 
|time back in anticipation of the 
removal of the city impost, but this 
occurred before they knew of the 
additional federal levy. As a con- 
sequence, consumer prices here re- 
main the same as in recent weeks— 
16 cents straight, two for 30 cents 
—but carton prices were cut four 
cents this week to $1.45. 

In most other cities Philip Morris 
has been selling for 15. cents 
straight, except where state taxes 
have boosted this figure. 


Taxes Stepped Up 

The increase in cigaret taxes is 
effective immediately through the 
medium of a floor tax applied to 
stocks on hand. Beer and liquor 
share in this new device, though the 
first 100 gallons are exempt. Taxes 
have been increased on moving pic- 
ture theater tickets, toilet prepara- 
tions, automobiles, radios, refrigera- 
tors, matches, electrical energy, 
gasoline, lubricating oil, playing 
cards, and club dues and initiation 
fees. Cigarets, however, continue 


helpful supporter in the final weeks. | 


THE WAR COMES 


TO KYW—ALMOST 


This warlike scene, in which a machine gunner seems ready to mow down anyone 
who tries to get out of the studios of KYW, Philadelphia, was really part of that 


station's plan to help recruiting activiti 
June enlistments, with the station's help, 


es of the army, navy and marine corps. 
were expected to double those of May. 


Grocers Name Straus 


Edward P. Straus, director of 


| publicity for the Minneapolis Civic 


to present the unique spectacle of 


a product of which about 40 per 
cent of the sales price represents 
taxes. The lavish advertising of 
the cigaret manufacturers, there- 
fore, has worked harder 


for Uncle | 


Sam than for the companies which | 


foot the bills. 


plemented by reduction of personal 
exemptions in income taxes, which 
is expected to add 2,200,000 new 
taxpayers to the list. These new- 
comers are expected to contribute 


$15,400,000 to the country’s war 
defense, while increased payments 
by those who have hitherto paid 


will bring in another $67,100,000 of 
new money. 


Miss Brill Promoted 


Miss Paula Brill, copy director of 
the Schoneman-Hening Agency, 
Philadelphia, has been advanced to 
service director and succeeded 
as copy. director Constance 
Cloude. 


1S 


by 


Eastern Expands 


Eastern Advertising Agency has 
moved to larger quarters at 400 


| Madison avenue, New York. 


The nuisance taxes will be sup- 


Council, and veteran Minneapolis 
newspaper and advertising man, has 
been named executive secretary of 
the Minneapolis Retail Grocers As- 
sociation. 
of the Northwest Shoe Rebuilder. 


Straus is also publisher 


Webster to Agency 

Forrest U. Webster has joined 
MacManus, John & Adams, Detroit, 
as account executive. He came from 


| stock 


Stockholders’ OK 


Recapitalization 
of Curtis Wins 


Philadelphia, July 3.—The Curtis 
Publishing Company’s recapitaliza- 
tion plan was approved by stock- 
holders today, 1,333,445 common 
shares voting for the change, with 
only 14,165 against it. The new 
set-up reduces dividend require- 
ments on $7 preferred stock from 
$5,056,940 to $3,356,406 annually. 

Preferred stockholders may ex- 
change each share for a new $10, 
15-year 3 per cent debenture, two 
and one-half shares of common, 
and a share of new $4 prior pre- 
ferred on which an annual dividend 
|of $3 will be paid. The common 
remains unchanged, as does 
| preferred stock which is not con- 
| verted. 
| Stockholders also voted to in- 
| crease the directorate from 11 to 12 
' members, Eustis Paine being elected 
as the 12th. 


Morency on BMI Board 


Paul W. Morency, Station WTIC, 


Union Metal Mfg. Company, Can-/| Hartford, Conn., has been elected 


ton, O. 
dent of the National Industrial Ad- 
vertisers Association. He has had a 
broad experience in industry. 


Mr. Webster is a past presi- | a director of Broadcast Music, Inc., 


succeeding Samuel R. Rosenbaum, 
| WFIL, Philadelphia, who resigned 
‘because of pressure of business. 


JULY 
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Wish | could get away this week. Certainly is hot here 


a a 
a 


TH 


in Town. Remind my secretary to specify that on our next order 
for photo-engravings to call in a Wallace-Miller representative 
for an estimate ... hear they have a very dependable organ- 
ization —and a night force too. With some one like Wallace- 
Miller handling our photo-engraving problem looks like a few 


week-ends of golf for me. Arrange a foursome for Friday. . . 


WALLACE-WILLER 00. 


166 W. SUPERIOR STREET - CHICAGO 
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Winning 


Consumer Contest 


Entries Are Summarized 


(Continued from Page 
With respect to radio advertising, 


the views expressed by consumers 


were summarized by Mr. Hellenga | 
in this manner: 
Most criticism of radio advertis- | 


ing is concerned with the quantity | 
rather than the quality of commer- | 
cials. Consumers will have more | 
respect for radio promotion when 
“plug-ugly” programs are _ elimi- 
nated. Spot announcements between 
network shows tend to accentuate 
the proportion of time devoted to 
commercials on the network pro- 
grams. 

Of all the consumers interviewed, 
54 per cent believe that advertising 
increases the cost of goods, the re- 
maining 46 per cent acknowledging 
lower costs made possible by mass 
production. 


Few Know of Movement 


Only 20 per cent of those ques- 
tioned by Mr. Hellenga were ac- 
quainted with any phase of the con- 


1) | 


sumer movement. These _ people 
turned out to be teachers for the 
most part and indicative of their | 


sentiment is the following quotation 
taken from a questionnaire: 

“The consumer movement is the 
only blazed trail through the maze 
of truths, lies and half-truths that 
make up modern advertising.” 

The final portion of the survey | 
was devoted to suggestions offered 
by consumers as to how advertising | 
might be improved. The offerings 
included: 

There should be law to make | 
advertising truthful. 

Use more “reason why” copy. 

Appeal to intelligence rather than 
emotion. 

Leave out ballyhoo and give more 


a 


facts. 

Cut out testimonials and “suc- | 
cess” appeals. 

Apparently, Mr. Hellenga ob- 


served, many people are unaware 


that laws restricting dishonest ad- 
vertising are currently on the 
statute books. He suggested that 


advertisers might consider acquaint- 
ing the public more fully with the 
Wheeler-Lea Act and similar legis- 


lation. Regarding the other opin- 
ions registered by consumers, he 
said: 
Must Improve Techniques 
“Advertisers who. still like to 


stretch the truth are quite obviously 
not sensing the public pulse. Peo- 
ple today are quick to analyze and 
quick to sense dishonesty and insin- 
cerity. Advertisers who continue to 
use stilted techniques and _ far- 
fetched dramatizations stimulate 
consumer criticism. The quicker 
such advertising can be eliminated 
the better all advertising will be.” 

Proceeding to the second phase 
of his proposal Mr. Hellenga 
strongly urges that individual ad- 
vertisers give careful consideration 
to the apparent consumer demand 
for improvement of merchandising 
techniques, as reflected in the criti- 
cisms mentioned above. He urges 
that advertising be “of more service 
to the consumer.” 

“A program of education for all 
advertising copywriters, stressing 
the importance of presenting inter- 
esting facts about products and less 
of the far-fetched, overdrawn ap- 
peals that have done much to 
harm the consumer-advertiser rela- 
tionship because they are resented 
and not believed.” 


SO 


Sincerity Is Keynote 


Such an educational program, he 
suggests, should be launched by the 
Association of National Advertisers 
and the American Association of 
Advertising Agencies. Sincerity in 
advertising should the keynote 
He continues: 

“Overstatements are usually due 
to lack of knowledge about the 
product. Were more copywriters 
willing to dig into the facts and 
some real news and information 
to present to the public, there would 
be a new type of advertising created 
for a great many products and this 


be 


get 


| protects 


|should be disseminated. 


| School 


| merchandise 


advertising would be more effective 
because it would be believed.” 
The final phase of Mr. Hellenga’s 
program is a comprehensive promo- 
tional campaign through newspa- 
pers, magazines and radio, designed 
to emphasize the service of adver- 
tising to all American consumers; 
plus a special project aimed at edu- 
cators and students devoted to “the 
basic soundness of advertising as a 
force in our democratic system of 
government and business.” 


Joint Effort Needed 


All major media should contribute 
their facilities to execute the 
vertising advertising” program, Mr. 
Hellenga suggests, with 
associations of manufacturers and 
agencies as sponsors. An advertis- 
ing man of experience and vision 
should be selected to direct the 
campaign, and agencies should fur- 
nish creative talent while engravers 
and printers should make available 
production supplies and services. 

As the slogan for the drive Mr. 
Hellenga offers: 

“Advertising Spreads News You 


Can Use—Puts Dollars in Your 
Pocket.” 
Five main themes are offered: 


advertising informs: advertising 
spreads news you can use; adver- 
tising lowers prices; advertising 
against monopoly; and 


advertising brings within the reach 


of all products that might otherwise 
be the exclusive property of the 


| well-to-do. 


The effort directed to the educa- 


| tional field, Mr. Hellenga proposes, 


should revolve about monthly mail- 
ings to all high school and college 
teachers of economics and consumer 


education throughout the country. 
The material should be prepared by 
qualified educators. Facts about 


advertising and modern distribution 
Typical of 
the literature Mr. Hellenga would 
send to teachers might be a sum- 
mary of the Harvard Business 
report on “Merchandise 
Testing as a Guide to Buying.” By 
spotlighting the practical obstacles 
that are encountered in employing 
testing as a basis for 
consumer information, an effective 
story would be presented to those 
teachers who accept. professional 
rating agencies unquestioned 
sources for product’ information. 
Textbooks should also be scruti- 
nized carefully by qualified educa- 
tors, Mr. Hellenga adds, and where 
false and misleading texts are dis- 
covered school superintendents and 
parent groups should be notified. 
+ * * 


as 


Plan No. 2, submitted by Mrs. 
Caroline Williams Carter of Cleve- 
land, is broken down into two main 
divisions—a “defense” program, 
and an “offense” program. 

After penning an effective tribute 
to the accomplishments of business, 
Mrs. Carter observed: “We are 
entrenched, but not invulnerable. 
We know what right, but con- 
tinue to do what is wrong. Adver- 
tising is judged by its worst.” She 
offers as the first phase of her plan 


is 


these seven steps 
Seven Suggested Steps 
l Put advertising in an unas- 


sailable position by cleaning up its 
bad practices—all of which 
known. 

2. Establish a 


are 


“Code of Creative 
Practice,” dealing with actual con- 
tents of advertising, pictorial 
well as verbal facts. The code must 
be broad enough apply to all 
media 

3. Unite all media in a “League 
of National Advertising” to help 
clarify public opinion 

4 Delegate to advertising clubs 
the job of local “sanitation” of ad- 
vertising to the extent of publiciz- 
ng and upholding the code locally 


as 


to 


Appoint “vigilance committees” to 
collect, discuss and transmit data 
on anti-code activities 


5. Establish a central clearing 
for all data on the subject. 
(Continued on Page 
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ADVERTISING AGE 


Cdvéutising 
Market Place 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 


$4.75 per inch. 


Wanted,” 
30 cents a line, minimum 


“Representatives Wanted,” and 


charge $1. Terms 


3 in., 


HELP WANTED 


We are looking for an assistant in 
i Advertising Department who has 
ome actual experience in prepa 

of layout and copy on indus- 
as well as consumer goods ad- 
ing Starting salary about $125 
h Opportunity to advance with 
ng firm Le sure to state previ- 
experience and send samples of 

(which will be returned) to 
St lard Industrial Products, Evans- 

Indiana. 


POSITIONS WANTED 


Young American Woman — Beginner. 


rm 


‘ and publicity writing Small 
salary to start Preferably New York 
B 1060, ADVERTISING AGE, N. Y 


Com. Artist—Adyv. Woman share oftice 
! line of business Will do lay- 
' typing, clerical art work ex- 
} ge for small remuneration 
Box 3062, ADVERTISING AGE, Chgo 


Experienced Editor, headquarters in 

New York, available part time basis 

f rade, merchandising, fraternal or 
organ publication A proved 

I rd of accomplishment 

Box 3064, ADVERTISING AGE, N. Y 


Advertising representative, good ree- 
rd larger opportunities with 
Wide agzeney 


eeks 


lished publication 


ing acquaintance, Long maga 

and newspaper space selling 
ice Agricultural, clas and trade 

ition background New York 
ritors Own office 


Box 3065, ADVERTISING AGE, N. ¥ 


ADVERTISING AND SALES PROMO- 
TION BARCUTIVE 


Seek departmental managership or 
t of responsibility in sales, ad 
ing or sales promotion depart 

or advertising agency 13 veat 

ive merchandising experience 
t 2 companies Present position 
abolished due to conditions be 

his control Salary secondary 

\g 8 (jood references and detail 

ible 
Box 3066, ADVERTISING AGE, Chgeo 


POSITIONS WANTED 


hiaecutive or Assistant 
Sales promotion and advertising with 
trade contacts Knows production 
mi. and service problems Can show 
long production record at 
interview 


Box 3063, ADVERTISING AGE, Chgo 


REPRESENTATIVES WANTED 


New sectional trade magazine, to be 
launched this fall, wants New York 
and Chicago representatives, commis- 
sion Address Box 38067, AD- 
AGE, Chicago 


basis 
VERTISING 
POST CARDS 


; “PHOTO" POST CARDS 
Newest, most 


economical method = of 
displaying any product Samples and 
prices on request Graphi-« Arts 
Hamilton, Ohio 


REPRESENTATIVES AVAILABLE 


PUBLISHER'S REPRESENTATIVE — 


experienced advertising space sales 
man, Wide acquaintance, N.Y.C. Office 
Wants Kastern representation of 


leading publication, commission basis 
Box 3054, ADVERTISING AGE, N. y 


Desire to represent established trade 


paper i Kastern territory, both ad 
Vertising subscription work Have 
New York office 

Box 3061, ADVERTISING AGE, N. y 


MISCELLANEOLS 
TOPS ALL! 


Keonomy—Quality 


LAUREKEIZS Improved Pro 


Reproduce Booklets, Folders 
Brochure 
mM (Stox1l”) pie $2.4 
Add] 100's 22 
All sizes available Larger Quantitis 
Lower, Request Free Descriptive 


‘ entative 
WAlkKer 5-0526 
Laurel Process, 480 Canal St. No V. C. 


Amidon, Cream 
of Wheat Founder, 
Dies in Florida 


Minneapolis, July 3 Memories 


of the days when the Cream of 
Wheat Company was a struggling 


young Minneapolis industry were 
revived here with the news of the 
leath of T. S. Amidon, in Daytona 
Beach, Fla. Mr. Amidon, who was 
77 years old, had been production 
manager for the firm until his re- 
lirement two years ago. He was 
ne of the prime movers in the de- 
elopment of the cereal, which was 
by-product of flour milling. 


Conceived Idea 


Mr. Amidon had been plant sup- 

rintendent of the North Dakota 
Milling Company, of Grand Forks, 
nd, like many members of the in- 
lustry, Was in the habit of taking 
Ome the farina left after the flour 
as made, and using it as a break- 

st cereal. He conceived the idea 
and the first few 
icking cases were made from spare 
imber in the plant. All of the 
Ckaging was of the crudest type, 
pers being decorated with old 

its in Mr 
The famous 


ckaging it, 


Amidon’s possession 
Negro chef on the 
be! was taken from a picture of a 
who had served Mr. Amidon, 
e Bull and Clifford, 
irtners, in a Chicago restau- 
nt To this day the grinning 
el used in the firm's advertis- 


George 


MAILING SERVICE 


Multigraphing Filling-in 
\ddressing - Mimeographing 


CARL W. HERTEL 

Chicago, July 5.—Carl W. Hertel, 
president of Implement Trade Jour- 
nal Company, Kansas City, died in 
St. Francis Hospital, Evanston, of 
pneumonia, after a three weeks’ ill- 
ness. Mr. Hertel, who was 69 years 
old, lived in a Chicago suburb for 
many years. He joined Implement 
Trade Journal Company, publisher 
of Implement & Tractor and several 
reference books, as an 
salesman in 1900 


advertising 


Forms Grocery Sales Firm 

Grocery Store Products Company, 
Union City, N. J., has formed Groc- 
ery Store Products Sales Company, 
Inc., to handle sales of Kitchen 
Bouquet, Jacob canned mushrooms, 
Foulds’ and Golden Age macaroni 
products and Cream of Rice, for- 
merly distributed through _ indi- 
vidual manufacturing units 


New Control for KYW 


Station KYW, Philadelphia, whose 
programs have been directed by 
the National Broadcasting Com- 
pany for nine years, shifted to 
Westinghouse management July 1 


Vladimir Named | 


L. E. Waterman Company, New- 
ark, has appointed Irwin Vladimii 
& Co., New York, to handle promo- 
tion of its fountain pens and ink 
in Latin America and the Far East 


LaTucky to Vars 


James A. LaTucky, former sales 
and advertising manager of Gilman 
Engineering Works, Janesville, Wis., 
has joined the staff of Addison Vat 
Inc., Buffalo 


Joins Pacific Mills 


Gertrude G. Aum, formerly with 


United Artists Corporation, New 
THE T York, has joined the advertising 
mS , St ER SHOP, Inc. and promotion department of Pa- 
CHICAGO cific Mills, New York 
~~. 


HN A. CAIRNS 


_& COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


Consumer Contest 
Winning Entries 
Are Summarized 


(Continued from Page 26) 


6. Appoint a laboratory commit- 
tee to study clearing house data, 
make studies and report on 
“cases ripe for action.” 

7. Appoint an “action commit- 
tee” to deal with specific cases. 

Such a procedure, Mrs. Carter 
suggests, represents “the first step 
in improving consumer relations by 
putting our house in order and, in- 
sofar as possible, placing advertis- 
ing practices above criticism.” 


case 


The “offense” program is an edu- 
cational project directed to club 


women, libraries, schools and col- 
leges, rural schools and editors. 

The period between the present 
and the 1941 Golden Jubilee of the 
General Federation of Women’s 
Clubs at Atlantic City is the time 
to furnish club women with a truer 
picture of advertising, Mrs. Carter 
asserts. This important segment of 
the population now includes about 
2,500,000 women in 15,000 com- 
munities. 

Libraries are impartial but they 
can give out only information that 
is readily available, according to 
Mrs. Carter. Thus, two moves 
should be made in order to combat 
the danger of reference 
which innocently and 
ally may present 
information 

Furnish a file jacket of indexed 
and synoptical material, carefully 
documented as to sources and de- 
signed to command the respect of 
trained librarians Subjects to be 
covered should include economics 
and advertising; advertising and 
the consumer: advertising and em- 
ployment: 
statistical 
etc. 


rooms 
unintention- 
only one-sided 


advertising 
abstract of 


chronology: 
advertising, 


Special School 


Mrs. Carter suggests that the 
cumulative periodical system to 
which all libraries subscribe should 
also be augmented to include adver- 
tising publications, which do not 
appear on the list now Students 
and club women who consult the 
Reader's Guide at present find only 
violent criticism = of advertising 
listed with no indication that re- 
buttal material is available 

Turning to 
Mrs. Carter sees a 
separate approaches 


Approach 


schools and college 


need for two 
academic and 
In the former category 
she points out that the practical 
considerations involved in modern 
production and distribution must be 
impressed on economics 
who adhere to a “smug concept of 
tight, always-solvent 
nomic world.” The second approach 
should resolve itself 
donment of 
courses in 


vocational 


teacher 


a nice, eco- 
into an aban- 
superficial advertising 
favor of a profounde: 
study of the subject.” 

Rural schools are singled out for 
special treatment. Mrs. Carter pro- 
poses a of bulletins, strictly 
factual, “dealing with phases of 
advertising that would have a 
stimulating, broadening effect on 
the ambitions and interests of the 
farm boy or girl.” Suggested sub 
jects for the bulletin 
history of economik 
contribution 
tation to 
ment; de 
economics of advertising: vocational 
literature 


series 


include a 
growth: the 
of commercial exploi- 
peedier scientific de 
velopment of advertising: 


‘ lop- 


relating to opportunitie 
in advertising 

As the final contact point in het 
educational program M1 Carte! 
asserts that the attention of maga 
called to 


zine editors hould be 
articles, stories or cartoons which 
“while clever and interesting in 
themselves, have a decidedly sub- 
versive influence in that they ridi- 
cule or defame advertising by rep- 
resenting as typical some ignorant 
or dishonest member of the profes- 
Sion 

Plan No. 3, submitted by Ralph 
E Dvya! of Spokane, Wash., dwell 


on the need for unified leadership 
to coordinate the many consume! 
’ 
fe - 
iy 4s Gs a 


WHEAT QUEEN 


“Wheat Improvement Field Day" held 
near Topeka, Kan., last month came to a 
climax during the evening frolic with the 
crowning of Mina Pressgrove as “east- 
ern Kansas wheat queen’ by Henry S. 
Blake, general manager of Capper Pub- 
lications. The field day itself is the 
climax of a demonstration growing pro- 
gram sponsored by farmers, millers, farm 
organizations and others. 


relations campaigns already pro- 
mulgated by associations and indi- 
vidual advertisers and agencies 

After reviewing highlights of 
such efforts during the past few 
vears, Mr. Dyar observes 

“What has been lacking is unified 
What is needed is a 
campaign in which all of the diverse 
branches of advertising work in 
harmony back of the 


leadership 


The forces 


many brilliant efforts to date have 
resembled armies fighting for the 
same cause but under different 


commanders. The technique has 
been that of guerilla warfare 


Must Consolidate Forces 


“The most constructive thing that 
can be done to counteract anti-ad- 
vertising propaganda and to bette: 
manufacturer - consumer — relations 
would be a consolidation of the 
that are fighting in thi 
common caust A Joint Adverti 


armies 


per 

_* 
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4. Compliance with regulations 

laid down by federal and _ state 
regulatory bodies. 

The institute would award a “seal 

of acceptance” to those “adver- 

tising, sales policies and mer- 


chandising plans which have been 
voluntarily submitted to it for ap- 
proval and which have received its 
approval by meeting the standards 
of practice determined by the in- 
stitute.” 

In addition to its seal of approval 
the institute would also adopt and 
promote the use of distinctive in- 
formative labels which should be 
used on all products whose adver- 
tising has received the _ institute’s 
approval. 


Membership Open to All 


Any manufacturer, wholesaler, 
retailer, advertising agency, pub- 
lisher, advertising club, trade asso- 
ciation, public utility, consumer or- 
ganization or any other person or 
group would be eligible for mem- 
bership in the institute. Only mem- 
bers would be permitted to submit 
copy for approval. 

Use of the institute’s seal would 
be limited to advertising copy sub- 
mitted for approval and passed. 

Full copy, layouts and product 
information would accompany ap- 
plications for copy approval. In or- 
der to avoid duplicating the work 
of existing testing laboratories re- 
ports of tests by approved organiza- 
tions would be accepted as prima 
facie evidence of quality and per- 
formance 

In setting up the operation of the 
institute full consideration would 
be given to the need for speedy ac- 
tion, in order that advertising and 


merchandising plans can go for- 
ward according to schedule. The 
management staff of the institute 


would be headed by a top execu- 


tive, assisted by directors in charge 


of copy approval, product perform- 


| by applicant 


ing Committee could work out the | 


outlines of a 
which all important elements would 
be urged to participate.” The in- 
itiative for organizing such an ef 
fort might be undertaken by eithe: 
the Advertising Federation of 
America or the American Associa- 
tion of Advertising Agencies, Mr 
Dyar suggests 

He proposes the 
paign activities 

1. Encourage and supply mate- 
rial for a that would be an 
adequate answer to the “guinea pig” 
type of literature 

2. Visualize 
through motion 


broad 


following cam- 


book 


advertising’s story 
picture shorts and 
presentations for use in classrooms 
and before local adult groups 

3. Prepare radio dramatization 
for use by local stations 

4 Make available 
ments to 


advertise- 


newspapers, farm paper 
and magazines 
5 De ign colorful posters for 


use in stores: also material for car 
cards and outdoor advertising 
6 Make available 


appe irance 


peaket for 
before clubs and o1 
anizations of all kind 
7 Issue pamphlet 


booklet for chool 


folders and 
room use 


Benjamin B. Graham of Stratford, 
Conn., author of 


Plan No. 4, pur- 
ued a different course from that of 
the three preceding entrie The 


keystone of hi proposal 1 the 
establishment of an Advertising 
Standards Institute, described as “a 
non-profit institution in which 
hall be voluntary and 
primary purpose shall be t 
establish standards of advertising 
and merchandising 
techniques,” based 
lowing 

1. Quality and performance of a 
product or service 

2. Accurate and clear de 
tions of the product in advertising 
copy. 

3. Due 
of dramatic 


membership 


UW ho ( 


policie and 
upon the fol- 


regard for the 
selling copy and 


merchandising plan 


necessity 


ound 


campaign In} 


ance, merchandising 


search and 


methods, re- 
legal counsel, An ex- 
ecutive committee selected from the 
membership would guide all poli- 
C1esS, 

The institute would be financed 
by membership dues and fees paid 
for copy and product 
approval 

Provision would be made for the 
use of the institute’s facilities by lo- 
cal advertisers in conjunction with 
Better Business Bureaus and cham- 
bers of commerce. 

“This program considers the de- 
ire for and the trend toward self- 
regulation in business and proposes 
a method to make it work in a vol- 
untary and practical manner,” Mr. 
Graham said. “It proposes the 
adoption of standards based on 
knowledge of the task advertising 
must accomplish while at the same 
time it gives consideration to the 
desire of consumers to be subjected 
only to advertising and selling that 
adhere to a high standard of integ- 
rity and intelligence.” 

The seal of approval can be made 
the criterion and symbol of leaders 
in American business, he concluded. 


COLLINS 
MILLER & 
HUTCHINGS | 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Abe Spee Sea oc 


July 8, 1949 


Building to Go 
on Despite War, 
Publisher Says 


Chicago, July 3.—Though the 
world war caused a slump in build- 
ing in the United States in 1917- 
1918, H. H. Rosenberg, publisher of 
Building Supply News, has started 
a campaign for residential construc- 
tion with the declaration that the 
present European war will not stop 
building. 

In the July issue of the publica- 
tion, world war experience is re- 
viewed, and the conclusion drawn 
that building was depressed at that 
time because of a shortage of trans- 
portation and the mistaken impres- 
sion that financial resources would 


not be adequate to support the war 
and at the same time finance pri- 
vate building. Today it is well un- 
derstood, Building Supply News 
says, that money is plentiful and 
machinery for financing housing is 
working successfully. No artificial 
restrictions on building are there- 
fore in prospect, though they 
should be guarded against. 

“This Is a Good Time to Build,” 
an editorial in the June issue of the 
publication, has been used by re- 
tail building material dealers as 
copy for local newspaper advertise- 
ments in many communities. In 
addition more than 25,000 reprints 
have been distributed. 

The slogan of the campaign, “The 
Only Real Security—a Home of 
Your Own,” has been placed on 
two-color stickers for use by deal- 


ers. Other advertising helps and| 
publicity material will be supplied 
to retailers by the publication. 
Among manufacturers who have 
tied in with the campaign is the 
Celotex Company. Henry W. Col- 
lins, vice-president, has written all 
its dealers urging them to promote 


is High Tine 


“Build Now” sentiment, saying, “It 
is our duty to make the public un- 
derstand that its surest protection 
against the uncertainties of the fu- 
ture is an investment in a home.” 


Jadow Names Rosette 


B. Jadow, Inc., New York, im- 
porter and distributor of watch ma- 
terials and tools, has appointed 
Rosette Advertising Agency, New 
York, to handle its account. Busi- 
ness papers and direct mail will be 
used. 


to Advertise, 
Packers Discover 


Events Conspire to 
Make Big Promotion an 
Essential 


Chicago, July 3.—Decision of the 
Institute of American Meat Packers 
to embark on a real advertising 
campaign to increase consumption 
was caused by many factors, of 
which the chief, perhaps, was the 


to hospital people. 


advertised to the buyers of Hospitaltown. 


Hospital People 
Know and Like 
IVORY SOAP 


Ivory Soap, 99 44/100% pure, is the sort of product which appeals 
They know it and like it 
sons why they like it is because it is continuously and consistently 


and one of the rea- 


So, too, are Kellogg's cereals, RCA sound equipment, American Radi- 
ator & Standard Sanitary plumbing fixtures, Sloan valves, Permutit water 
softeners and other great products familiar to the general public. 


Hospitaltown is a big consumer market 
Detroit or Boston. 


bigger than Cleveland, 
It's easier to sell, however, because it's compact, 
easily contacted and economical to advertise to. 


Especially if you 


use HOSPITAL MANAGEMENT, the magazine which is ably edited, 


widely read and offers the most responsive audience of responsible 
buyers. 


Y 
A 


You're missing a lot of your best consumer prospects if youre 


ot telling your story to 


Hospitaltown. 


Well be glad to give you 


complete details about an outstanding market and a successful and 
powerful medium. 


Hospital Management 


The only ABC-ABP hospital publication 


100 E. OHIO ST. 
CHICAGO 


ine 7 an , oy Ge 


330 W. 42nd ST. 
NEW YORK 


WALTON BLDG. 
ATLANTA 


——— 


revelation that advertising can qo 
just that. 

Leo Burnett Company, the agency 
picked for the new educationa] 
drive, handled a late winter ang 
spring campaign in behalf of pork 
sausage and liver sausage. The ob- 
ject was to protect the industry’s 
business in natural casings by 
stimulating demand for two prod- 
ucts to which synthetic casings hay 
not yet been adapted. The mouth- 
watering copy turned out by the 
Burnett agency in that brief test 
accomplished all that was hoped for, 
The skilful approach to the prob!cm 
commanded the unbounded admir;- 
tion of the meat tycoons who } ad 


been discussing an industry c: 
paign for some two decades, and at 
long last found that it could live up 
to all of the advance notices. 


Pressure of Events 


This discovery coincided with 
many other alarming factors which 
combined spell a serious threat to 
the meat industry of the United 
States. Per capita domestic con- 
sumption has been sliding downhill; 


’ 


imports have risen steadily; export 


ee 


|markets represent a question mark 


despite the conceded fact that 
American meats, as well as other 
foods, are urgently needed abroad. 
The high mark in meat consump- 
tion in the United States in recent 
years was reached in 1933, accord- 
ing to the United States Department 
of Commerce. The per capita fig- 


-ure for that year was 134.8 pounds, 


This compared favorably with 130.4 
pounds in 1931, but the peak was 
not maintained. Consumption 
reached a low of 116.4 pounds in 
1935, recovered to 129.1 pounds in 
1936 and then began to dip again, 
The 1938 figure was 125.4 pounds, 

In other countries, the populace 
has a keener appreciation of the 
qualities of meat. Per capita con- 
sumption in Argentina is 300 
pounds; New Zealand, 334 pounds; 
Uruguay, 158 pounds, and Australia, 
219 pounds. 

According to experts there is a 
good reason for the lack of enthusi- 
asm about meat in the United 
States. While the packers have 
done good individual marketing jobs 
in some instances, they have con- 
spicuously neglected to keep step 
with the deep public interest in 
vitamins. Housewives, extremely 
concerned with the shapes of their 
figures, have gained the impression 
that meat is fattening and have 
tended to beware of it. Actually, it 
is asserted, meat has a fascinating 
story to tell from every viewpoint, 
and forthcoming copy may be ex- 
pected to remedy all of the defects 
detected in advertising of the past. 


Exports Are Declining 


The export-import situation, 
which has been far from reassuring, 
has been further complicated by 
events in Europe, despite the fact 
that with the exception of England, 
it has not been a large buyer of 
United States meat products. The 
rise of meat imports has been cal- 
culated to fill domestic producers 
with chagrin. From a scant 56,000,- 
000 pounds in 1931, imports soared 
to 307,000,000 pounds in 1937. They 
declined somewhat in 1938, but the 
257,000,000 pounds imported in that 
year still represented the second 
largest figure in the last decade. Of 
this total, 200,000,000 pounds p- 
resented beef, and 57,000,000 
pounds, pork, two classifications in 
which the domestic field excels 

Exports have shown a tendency 
284,000.00 


to decline. In 1931, 

pounds were sold abroad. In 1935, 
the figure fell to 191,000,000. In 
1938, it recovered a small par! of 
the loss, the aggregate being ~!/5,- 


000,000 pounds. A by-product, |r, 
has taken a terrific beating in ! 
marts, the 601,000,000 pound X- 
ported in 1931 declining to 234,''0,- 
000 pounds in 1938. 


Cream of Wheat on Air 
The Cream of Wheat Com} 

Minneapolis will go into 

radio network program Ju 

with the NBC Breakfast Clul ‘ 

gram. The cereal firm has en 

conducting a test campaign ¢ 

eral Eastern stations. Batte 

ton, Durstine, and Osbor! 

Minneapolis, handles the ac¢ 
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» medical and hospital papers for many years. 


ADVERTISING AGE 


OTOGRAPHIC 
EVIEW OF 


THE WEEK 


FAMOUS MEDICAL SERIES CONTINUES 


Current illustration, by Underwood & Underwood, in the photographic series on 
Sutures in Ancient Surgery'’ which Davis & Geck, Inc., has been running in 
This illustration represents an inci- 


dent in the life of Caspar Stromayr (b. 1557). Like all the others in the series, 


it is remarkable for its devotion to historical accuracy as well as its dramatic 


qualities. 


SHELLANE TURNS TABLES ON MALES 


‘tration by Stadler Studio, Chicago, for Shellane cooking gas, one of a series 

“rently running for this Shell product in which attention-compelling photographs 

*Y @ big part. This one is intended to show that dad wouldn't stand for a 

“®3 or coal stove very long if he did the kitchen drudgery. J. Walter Thompson 
Company is the agency. 


INTERIOR OF "MOST MODERN CONSUMER CO-OPERATIVE" 


In addition to Co-op brand items, the first island in this Combridge, Mass., 
tion, displays such nationally advertised items as Maxwell House coffee, 


Ovaltine, Baker's chocolate, 
Nestle's chocolate, etc. 


RED CROWN GIVES THE POULTRY WORLD FAIR WARNING 


Current poster for Standard Oil of Indiana, which tells its own story. 


HYSTERIA NO. 4 


It has come to my attention that li- 
belous and slanderous statements are 
being circulated as to my Americanism 
or loyalty to the government of the 
United States. These statements are 


wholly unfounded and untrue, and | 
will ‘gladly contribute $1,000 to our 
local chapter of the American Red 
Cross for proof to the contrary. 


FRITZ HELMBOLD 


Small advertisement which appeared on 

two successive days in dailies of Troy, 

N. Y. The advertiser operates a meat 
market. 


MENNEN GIFTS 


Mennen is 
as these gift 
The boxes, in three de- 
signs, retail for $1.25. 


Summer's hardly here, but 
thinking about Christmas 
boxes indicate. 


National Biscuit Company crackers, Beech-Nut coffee, La Touraine coffee, Sanka, Kaffee Hag, 
And on the second island the shopper finds Lux, 
It is the store's policy to sell the brands that customers want. 


this year. Outdoor posters are localized to the states in which they appear, 
copy promoting some state feature of interest. 
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co-op store, called the most modern in opera- 
Salada tea, Chase & Sanborn coffee, Cocomalt, 


Selox, Oxydol, Ivory soap, Rinso, Gold Dust, etc. 


(Story on Page 10.) 


Scram. girls..he's using 
RED CROWN GAS! 


Stan Eckman is the artist. 


RADIO PROGRAM GETS BOOST AT SHOW 


ha 
r~ Pe -_ 


es eee 


The KMOX, St. Louis, Magic Kitchen got an unexpected boost at a recent display 

of toy projects in East St. Louis, Ill., when this imitation was shown. It is fash- 

ioned from reconditioned furniture, left-over pieces of wood and bowling pins. 
The display drew considerable attention. 


JOINS "TRAVEL AMERICA" CAMPAIGN 


Typical 24-sheet in the current campaign of American Oil Company, which joins 
wholeheartedly in the travel effort being made with the support of the government 
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— is a great time in 


es Phoenix, Arizona. One rea- 


(OMe Ae 
‘ 


son youngsters like it is the 


annual picnic sponsored by the Republic. It’s a 


three-day event so more than 6,000 youngsters can 


have the fun of a lifetime. Grownups know about 


these affairs from actual participation. 1940 marks 


the 20th outing. Many who attended the first picnics 


are now the merchants in this gold nugget of western 


markets, Summer has a different meaning to them 


now. “Slumps” have disappeared. Business goes on 


as usual in this air-conditioned capital of the world. 


One accurate index is constantly increasing bank 


debits during the “hot” months. Advertisers “in the 


know” get their share of this spendable income by 


consistently inviting business through the Phoenix 


Republic and Gazette, and over Arizona Broadcast- 
ing Company stations. YES, YOU CAN HAVE SOME OF 
THIS ARIZONA BUSINESS IF YOU’LL GO AFTER IT! 


" “ABC Bape 
am Daily Circulation BOB H a“ SeKTAR PI 
; City Zone National Advertising sa 1000 W - e20 KC 
31,878 RAR Tene 
Retail Trading Zone *RKYUM - Yuma 
me. 18,764 Peri « exes P 
ae > Total City and 280 Ww - 1910 KC 
Ae Retail Trading Zone We: 
50,642 230 Ww - 120 Ke 
e — WKGLU-Satford 
Total Net Paid ato Ww - taa0 xc ¥ 
mae RIZO NA BRO, DCAS rl G CO. 
Sunday and Evening I ra Cc ° 
| ss 63,478 DICK LEWIS, General Manager PAUL H. RAYMER COMPANY, Representatives 
) 7 &, Me 
#8. Ho, 
by ? 7 
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